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Be Rough Proofs 


“Don’t buy liquor—buy. VU. S. 
defense bonds,” advertises a wine 
and liquor dealer in Washington. 
Of course he means it, but just to 
be on the safe side he includes his 
telephone number. 


2 FF 


Women must continue to be beau- 
tiful and adorable during war times, 
the New York Dress Institute hints 
in full-page newspaper ads. But 
doesn’t an occasional intrepid war- 
rior enlist just to get away from 
his ball & chain? 


vgv¥eyY 


is Cosmetics manufacturers, too, feel 
their products are necessary to 
maintain morale, and certainly 
- every soldier is entitled to receive 
a letter from at least one girl for- 
warding a lipstick kiss. 


i ee 


Cluett, Peabody & Co. has issued 
@n interesting little brochure on 
How to Buy a Shirt.” They ought 
to put der Fuehrer on their mailing 
4 Piiet, as he seems to have lost his. 

a i = we .F 

% “Illness is a sign of inferiority 
and a good racial German can’t be 
sick,’ says the Nazi Propaganda 
Office, which probably put this out 
before Hitler retired to Berchtes- 
gaden for repairs. 


mo  , 
)Those staunch crusacers for laws 
Mo enforce resale price maintenance 
are blushing just a little since Har- 
vard University concluded that 
price competition with advertised 
brands is really a good thing. 


v.@ 7 
House Beautiful presents the 
products, equipment and ideas for 
‘ making homes out of houses, not 


forgetting Eddie Guest’s sage con- 
clusion that, after all, it takes a 
EJ heap of livin’ in a house to make 
it home. 


a 


“Bureaus Concerned With Adver- 
tising Escape Transfer.”—Headline 
in ADVERTISING AGE. 

But wouldn’t it be nice if they 
persuaded the FTC to retire for the 
duration to Echo river in Mam- 
moth Cave? 

i 

The chorus girls’ union ought to 
be able to make something out of 
those Census figures which show 
that the young-folks group is de- 
cliffing and the old-folks section of 
the population is going right up. 

- wee 
4 In_spite of changes in the popu- 
lation age pattern, Parents’ Maga- 
zine and the Townsend plan con- 


tinue to go their respective merry 
Ways. 


v +? 

Striking Guild members in Ches- 
ter, Pa., have started a new daily 
newspaper, and of course one of 
the first things they’ll have to figure 

fe out is how to satisfy those bellig- 
; erent editorial employes. 


vgf¥see? 
General Mills, reacting to the 
i challenge to produce a ready-to-eat 
oat cereal, is promoting Cheerioats. 
But watch the spelling, boys, or the 
make-up men will have the ads 
running in the sports department. 


i a 
For the record: Rough Proofs 
has been running now for twelve 
— years—including 624 columns and 
8,112 paragraphs. Advertising men 
can certainly take it. 
Copy Cus. 


CARS AND TIRES 


‘ie see 
TWH KEE THE 


GENERAL MOTORS INSTALMENT PLAN 


Two national advertisers vitally affected 
by the war emergency placed these 
newspaper ads last week. At left, Gen- 
eral Motors Acceptance Corp. an- 
nounces a new plan of repairs and 
accessory financing to help make the 
consumers’ present cars “last and last 
and last." G-M dealers are set to offer 
the special monthly-payment service. 
At right, Firestone Tire & Rubber Co. 
urges tire conservation, tells how it is 
expanding synthetic rubber production, 
and offers for sale a new "Victory Tire" 
made from reclaimed scrap rubber. 


Strict Rationing, 
Production Slash 
Hit Auto Industry 


Agency Retrenchments 
Order of Day in Motor 
Capital 


Washington, D. C., Jan. 2.—Until 
a plan for rationing is completed, 
probably by Jan. 15, all dealers’ 
stocks of automobiles and trucks 
have been impounded, as of last 
night, by order of the Office of Pro- 
duction Management. Leon A. Hen- 
derson, head of the Office of Price 
Administration, who already is or- 
ganizing a rationing system for tires 
and tubes, also will have supervi- 
sion of automobiles and trucks. 

The new order, which concerns 
all 1942 model passenger cars which 
have been driven less than 1,000 
miles, hits an estimated 450,000 new 
passenger cars in dealers’ stocks. 
Where delivery of new cars was 
made before the ban was applied, it 
is expected that there will be an 
amendment issued at once to pro- 
vide for the completion of contracts. 

It also has been announced by 
Donald M. Nelson, priorities direc- 
tor, that the Supply Priorities and 
Allocations Board has approved a 
plan for the stopping of production 
of new passenger cars and light 
trucks in a few weeks. Meanwhile 
the rationing system for automo- 
biles is expected to follow the same 
lines as that for tires and tubes, 
making cars available only for es- 
sential services. 


Urge Single Model 


Some officials in Washington are 
urging that a single “Victory” 
(Continued on Page 22) 
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Post-War ‘Make 
Ready” Cited by 
Hovde at AMA Meef 


War Presents Real Op- 
portunities, Retiring 
President Declares 


New York, Dec. 30.—The Ameri- 
can Marketing Association closed its 
largest and probably its hardest 
working convention here today after 
four days in which every aspect of 
marketing, selling and advertising 
was reviewed and analyzed, with 
particular relation to the effects of 
the war. 

Perhaps the over-all highlight of 
the meeting—aside from the session 
at which the first public discussion 
of the Harvard report on the eco- 
nomic effects of advertising was 
given—was the luncheon yesterday 
at which significant current trends 
in marketing were reported by a 
committee of 12, and summarized 
by Prof. Howard T. Hovde, Uni- 
versity of Pennsylvania, the retir- 
ing president of the association. 
(The Harvard report and other 
phases of the AMA convention are 
reported on Pages 4, 6, and 26.) 

With the victory program calling 
for an outlay of $150,000,000,000 
and a war production objective of 
$1,000,000,000 pcr vee, and wit}. 


| drastic curtailment of n:any lines of 


consumer goods inevitable, business 
planning must now be done not in 
terms of 1942, but on the eventual- 
ity that war may continue in 1943, 
1944 and longer, Prof. Hovde said 
in his summary. 


Opportunities at Hand 


“The marketing phases of our do- 
mestic economy can be shattered by 
the task ahead,” he declared, but 
continued: “War presents oppor- 
tunities as well as regrets. With 
waning business in many fields of 
activity, facilities for post-war ad- 
justments are in order. There is a 
‘time investment’ to be made in 
marketing plans which parallels the 
factory investment in preparation 
for production. The ‘make ready’ 
for marketing post-war products is 
at hand if business is not to sink 
into the quagmire of despair and a 
goose-stepping regimentation of an 
uncertain future.” 

A summary of the reports of in- 

(Continued on Page 25) 


Advertising as ‘Public 
Controversy Puzzles Radio 


HOME FRONT 


The united purpose of the International 
Harvester Co. in its war work stimulated 
this 1,350-line advertisement which was 
made all the more impressive as a tool 
of labor and public relations by the sig- 
natures of 44 union executives and plant 
superintendents in addition to that of 
Fowler McCormick, president, noting 
that "We have but one goal—Victory!” 
The copy appeared in Washington, D. 
C., and some 35 daily newspapers in the 
18 «'tes where tHC plants are loceted. 


OPA Imposes 
Price Ceiling 
on All Cigarets 


Nullifies Increase 
Announced for Lucky 
Strikes 


Washington, D. C., Dec. 31.—A 
controversy between Price Admin- 
istrator Leon Henderson and top 
officials of the American Tobacco 
Company culminated yesterday in 
an OPA ceiling on prices charged 
by manufacturers for cigarets. The 
ceiling canceled a scheduled increase 
of one cent per package in the 
wholesale price of Lucky Strikes, 

(Continued on Page 24) 


Last Minute News Flashes 


FTC Charges Nescafe Advertising Is Misleading 


Washington, D. C., Jan. 3—The Federal Trade Commission has charged 
Nestle’s Milk Products, Inc., New York, with false and misleading ad- 
vertising of Nescafe. The complaint alleges that Nestle’s copy represents 
directly and through inference that Nescafe is coffee and composed 


wholly of an extract of the coffee bean. 


FTC contends the product 


consists of a combination of coffee extract, maltosems, dextrins, and 
dextrose and may not properly be referred to as coffce. 


Carl Byoir May Enter Advertising Field 


New York, Jan. 2.—The possibility that Carl Byoir & Associates, public 
relations organization, may extend its operations into the advertising 


field was seen today with formation of Institutional Advertisers, Inc. 


It 


is understood that the new setup would confine its activities to the prepa- 
ration and placing of public relations copy. No product advertising would 


be handled. 


OPM Asks Hosiery Makers to Simplify Lines 
Washington, D. C., Jan. 2.—Due to dyestuff shortages, the OPM today 


asked hosiery manufacturers to simplify and reduce color lines. 


No 


definite limitation in the number of shades was suggested but it was 
pointed out that 75 per cent of all hosiery comes in fewer than a half 
dozen shades and that the remaining 25 per cent includes over 100 shades. 
(Other details on hosiery situation on page 11.) 


CBS Grants Consumers 
Union Free Time for. 
Attack; Reply Likely 


New York, Dec. 31.—The delicate 
task of deciding what constitutes a 
“controversial public issue” in the 
light of statutory requirements that 
radio stations be operated in the 
“public interest, convenience or ne- 
cessity” this week etched new fur- 
rows in the wrinkled brows of 
broadcasters, following a demand 
for and grant of free time to Con- 
sumers Union for the purpose of 
airing a violent attack on adver- 
tising and the media that carry 
advertisers’ messages. 

The issue came to a head last 
Saturday night when Columbia 
Broadcasting System placed 13 min- 
utes of network time at the dis- 
posal of Colston Warne, president 
of C-U, to compensate for a broad- 
cast carried ‘by CBS on Nov. 28, in 
which L. D. H. Weld, research di- 
rector of McCann-Erickson, dis- 
cussed the “social and economic role 
of advertising in a democracy.” 

Advertising’s classification as a 
“controversial public issue” was 
attributed by CBS officials to the 
network’s legal department, after 
Consumers Union had approached 
the public affairs division for free 
time .> present the “consu:ne* point 
of view” in contrast with the point 
of view expressed by Dr. Weld. 


Reply Expected 

Indications today were thet CRS 
wil) make evailahle anctner Lroad- 
cast period in the near future for an 
answer to che C-U atiack. 

Although ccitrowledging the free 
time with “a thousand thanks and 
cheers to CBS,” Dr. Warne com- 
plained during his broadcast that 
the network’s legal advisers would 
not permit him to mention names 
of companies that have figured in 
Federal Trade Commission proceed- 
ings. He urged listeners to write 
the FTC, Food and Drug Adminis- 
tration or Consumers Union head- 
quarters for “information concern- 
ing companies on the dishonor roll.” 

Obviously referring to statements 
made by Dr. Weld, the C-U spokes- 
man asserted that “advertisers can 
talk until doomsday about how their 
craft lowers the cost of living and 
fastens the American way of life. 
Until they eliminate the heavy load- 
ing of half truths and nonsense 
from their ads, we just won’t be- 
lieve them. And we are going to 
organize our own independent and 
democratic consumer organizations 
to find the truth about commodities. 
Moreover, in a war period, we will 
thunder loudly about their waste of 
essential resources.” 


Denies Weld Claim 

Regarding Dr. Weld’s assertion 
that “advertising is over 99 per cent 
honest . . . the Federal Trade Com- 
mission last year examined over 
1,000,000 advertisements and found 
less than one-tenth of one per cent 
dishonest or misleading,” Dr. Warne 
said: “For a good many years ad- 
vertising has been a blending of 
downright lies, slippery superlatives, 
pseudo-science and irrelevant ap- 
peals. The more honest leaders of 
the industry have repeatedly sought 
to check its excesses by self-regula- 
tion and by cooperation with fed- 
eral authorities. Yet its basic in- 
sincerity has persisted and caused 
consumers to call down a plague on 
its house.” 


The C-U chief issued a 10-point 
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ADVERTISING AGE 


January 5, 1942 


“indictment of current advertising” 
as follows: 

“We feel that advertising has, by 
frequent abuse, stressed inconse- 
quential values; brought a false 
perspective as to merit of products, 
often bewildering rather than in- 
forming; lowered our ethical stand- 
ards by the insincerity of its ap- 
peals; corrupted and distorted the 
press; wasted much good timber 
and chemicals and spoiled much 
landscape and radio enjoyment; 
blocked the speedy use of correct 
medication; created many parental 
problems by abominable radio pro- 
grams for children; turned our 
society into one dominated by style, 
fashion and ‘keeping up with the 
Joneses’; retarded the growth of 
thrift by emphasizing immediate 
expenditures; and fostered mon- 
opoly through its large-scale use by 
only a few financi re - 
panies.” 5d 

These opinions, he continued, “are 
not alone mine. They represent the 
attitude of millions of Americans 
who resent their being pestered to 
death by advertising twaddle.” 


FTC Orders Cited 


Turning to the activities of the 
“badly overworked Federal Trade 
Commission” Dr. Warne offered the 
cease and desist orders issued as a 
measure of “the depths that adver- 


| 
tising has plumbed.” He complained | If I have left one impression, I hope 


bitterly that such orders are not re- | 
ported either in newspapers or over | 
the air. 

Despite the fact that the program 


was a sustaining feature, Dr. Warne | 


evinced no reticence in plugging ag- 


gressively the two _ services that | 


Consumers Union offers for sale: its 
monthly brand ratings and its week- 


‘y publication, Bread and Butter, 


He also expounded a “consumer 
platform” which called for legisla- 
tive curbs on “worthless or injurious 
merchandise;” grade labeling; legis- | 
lative action to “minimize high | 
pressure advertising which, though 
short of misleading, spoils radio en- 
joyment, reading pleasure or scenic 
beauty;” an 
quality” through governmental or 
“professional” agencies; and curtail- | 
ment of advertising for the duration | 
of the war. 

“In a war period we can’t tolerate 
the sacrifice of tons of printer’s ink 
and thousands of trees to the adver- 
tising of articles which are already 
short on the market,” he declared. 

Dr. Warne’s closing paragraph | 
contained his final gibe and call for | 
action: “This little interlude in the 


evening’s sequence of lotions and |°°lor 


cigarets must come to a close. My 


announcer is waiting—with eager- | 


ness, I judge—the opportunity to 
sign me off with a polite thank you. 


“impartial check on | 


it is this: when you idly spin the 

| dials looking for music amid the 
| hypnotic oratory of these announ- 
| cers, remember that there is a cure 
for advertising abuses—consumers 
| must organize.” 


'Photo Studio Changes 
‘to Wright & McKinney 


Following purchase of the minor- 
ity stock of H. K. Shigeta in Shi- 
geta-Wright, Inc., Chicago illustra- 
| tion studio, by George Wright and 
| Charles McKinney, the organiza- 
| tion’s name has been changed to 
| Wright and McKinney, Inc. Mr. 
| Shigeta continues as an employe of 
the company. 

In addition to photographers Shi- 
| geta, Fons Iannelli and Henry Pea- 
vey, the organization now also em- 
| braces Bill Merrick, cartoon artist, 

and Jack Pasander, illustrator, as 


| well as two layout and lettering 


| ii 


| “P-D” Raises Rates 


| The St. Louis Post - Dispatch has 
issued a new rate card raising its 
open rate from 46.5 cents per line 
| to 51 cents. The paper’s R. O. P. 
premium has been reduced 
|from $290 to $200, with the adver- 
|tiser to furnish the plates. Color 


}comic and rotogravure advertising 
| rates are unchanged. The new rates 
are effective Jan. 5. 
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KFH regularly” . . . that 


contour than ever before! 


wicli 


SA W eka Lets 4 vs Cas 


use hemming and hawing. . 


WICHITA, Freese a WICHITA, 


. Consider the evidence. . . . 


A survey by a competitive station says 95% of the folks in rich Sedgewick County 
57% of these same “ 


listen 


KFH rates have not been increased. 
Putting it in a single phrase 


priant money to 


| WICHITA, KANSAS IS — . _— KANSAS 15 BOOMING + W 


A Write to 


or Us, 


TOPEKA 
EMPORIA 


——— 


PITTSBURG 


WOODWARD 
0.5 Mv/m Night 


WI 


Glenn D. Gillett Computed Field Strength Distribution Based on Performance 


and ‘Previous Survey Measuremen' 


CBS « 


5000 WATTS DAY AND NIGHT... . 


Watts Day and Night—October 1941 


no, better phone or wire 


‘ 


we 1 BOOMING 


+ | separation from the National Broad- 


“Conservatively Estimated 


$125,000,000 $500,000,000 $800,000,000 
thd uevable phenomenal, fabulous, fantastic... 


Yes, the state of affairs in Wichita, America’s Number Two Boomtown, is all of this. Statistics 
on the increase in defense contracts, the growth of population and the upswing in retail sales 
are staggering—but TRUE! 


And now, how does a time buyer tap Wichita’s lush millions of new purchasing power? 


“listen to 


to KFH most.” 
New transmitter equipment and a nighttime power boost to 5,000 watts give KFH a better 


KFH now reaches more geography; KFH entertains a home 
county population which is nearly double that of 1940; and KFH sells people who have impor- 


spend! 
Petry 


THAT SELLING STATION 
IN KANSAS’ BIGGEST, RICHEST MARKET! 


> AFH 


CHITA 


CALL ANY EDWARD PETRY OFFICE. 


No 


= Anti-Trust Suits 
Filed Against 
NBC, RCA and CBS 


Blue Network Gets 
New Identification on 
Air 

Chicago, Dec. 31.—The National 
Broadcasting Company and_ the 
Columbia Broadcasting System 
were the targets of two anti-trust 
suits filed in the U. S. district court 
here today by Daniel B. Britt, spe- 
cial assistant to the Attorney Gen- 
eral in charge of the anti-trust 
office. 

The Radio Corporation of America 
also was included in the NBC suit 
along with David Sarnoff, chairman 
of the board of NBC and president 
and director of RCA; and William S. 
Hedges, Mark G. Woods and George 
Engles, NBC vice-presidents. Offi- 
cers named in the CBS suit include 
William S. Paley, president and 
director; Edward Klauber, execu- 
tive vice-president, and Herbert V. 
Akerberg, vice-president. 

In the suit against NBC and RCA 
the defendants are asked to stipu- 
late whether they will operate the 
Red or Blue network, the court 
being asked to turn the other over| 
to a receiver for liquidation. The} 
suit also asks that exclusive con- 
tracts with radio stations be denied | 
to NBC and that no contract be valid 
for more than two years. In the 
suit against CBS a receiver is sought 
for all CBS stations in cities where 
there are less than four stations. 
Several hundred cities are expected 
to be affected if the injunction is 
granted. 


NEW IDENTIFICATION 
FOR BLUE NETWORK 

New York, Dec. 31.—The Blue 
network has acquired a new iden- 
tification, emphasizing the chain’s 


casting Company. 
sign off with: “This is the Blue net- 
work, operated by the National 
Broadcasting Company,” thus indi- 
cating that NBC is no longer the 
owner but is acting as agent for 
Radio Corporation of America, to 
which the licenses of the Blue’s 
three key stations have been trans- 
ferred. 

Although it is possible that NBC 
will continue to operate the net- 
work, it is more likely that a new 
corporation will be set up for this 
purpose next week. A meeting of 
managers of Blue network affiliates 
will be held in Chicago Jan. 15 to 
discuss future plans. 

Probable Officers 

Contrary to widely published re- 
ports that Blue operations will 
henceforth be conducted under the 
name, “United Broadcasting Sys- 
tem,” it was definitely understood 
this week that this will not be the 
name selected, but that a new title 
will probably include the word 
“blue.” 

It was generally believed that 
officers for the new Blue network | 
setup will include: Mark Woods, | 
president; Edgar Kobak, executive | 
vice-president and general man- 
ager; Lunsford P. Yandell, treasurer | 
and vice-president; Fred Thrower, | 
sales manager; George Benson, 
Eastern sales manager; Phil Carlin | 
program manager; Keith Kiggins, 
station relations manager; E. P. H. 
James, director of publicity, adver- 
tising, promotion and research; Earl | 
Mullin, press department manager; | 
| Dorothy Kemble, program accept- | 

ance, and also Edward Boroff as 
| general manager and James L. Stir- 
| ton as program manager of the Chi- 
cago division. 


Hails News Service 


Station WLW, Cincinnati, took 
notice of the public’s attention to 
radio news by running a half-page 
advertisement in 43 newspapers in 
| Ohio, Indiana, Kentucky, Michigan 
and West Virginia introducing the 
station’s newscasters. The back- 


Announcers now 


| retail grocery business,” 
| clares that only the government can 


ground, abilities, and time of hear- 
| ing each newscaster was presented. | 


PRICE PLEDGE 


We pledge ourselves to this cause 
A Statement by 
The Great Atlantic & Pacific Tea Company 


We make this pledge publicly to our nahemal government ane to the people o/ 
the United Staten 

‘That we will conperate unhasitatingly in every effort of suthorined govern 
iment agencies to prevent unwarranted name in prices of (ude 

‘That we will continue our efforts to reduce the apread between prices paad to 
the grower and prices her ged to thee Coneumers 

That to thes end we wll crerything ia ow power to eaast the 
Par mate fem ne marketing of Chews products! the 
Neoreet poomtble 


sistent with good service to our customers because hoarding, whether by whole- 
talere retaclers or commumers will cause higher prices, 


That we will make every effort te comtiase to sell fond at retail ot the lowest 
sree margin of probit wn the hustory of the retas! grocery busmens. 


John A. Hartford, president of the A & 
P, signs this pledge to cooperate with 
the government in blocking unwarranted 
price increases on retail foodstuffs, but 
reminding that only Uncle Sam can con- 
trol wholesale food prices. The adver- 
tisement appeared last week in 3,000 
newspapers. 


A&P Ad Pledges 
Aid in Curbing 
Food Prices 


New York, Dec. 30.—The Great 
Atlantic & Pacific Tea Company 
today ranged itself solidly behind 
government agencies endeavoring to 
curb food prices by outlining a pro- 
gram for company cooperation in 
an insertion in 3,000 newspapers. 

Pointing out that it is now pro- 
viding food “at the lowest gross 
profit rate in the history of the 
A&P de- 


control the wholesale price of food 
and “for the protection of our peo- 
ple this power in the government 
is now a necessary power.” 

The company’s six-point pledge 
sets forth its intention to cooperate 
with government agencies; continue 
its efforts to reduce the spread in 
prices paid to growers and charged 
to consumers; do everything to 
assist farmers and growers in mar- 
keting their products at fair prices; 
make every effort to hold inven- 
tories down since hoarding causes 
higher prices; endeavor to continue 
to pay employes highest wages and 
give them the best working condi- 
tions; and make every effort to con- 
tinue to sell food at the low prices 
now in effect. 

Copy was signed by John A. 
Hartford, president. Paris & Peart 
is the agency. 


NEW HAVEN 
is s Zi that! 


The world’s first oil well was drilled 
in Venango County, Penna., by a New 
Havener, E. L. Drake, in 1858. This 
started a patent medicine business and 
the Rockefeller fortunes, Previously, 
Prof. Benj. Silliman of Yale, by succes- 
sive distillation divided petroleum in 
4 component parts. Then he entered 
the medicine business. His preparation 
was sold as seneca oi] for a long 

of diseases. Later. Prof. Silliman’s 
methods were used by Rockefeller’s 
chemists to develop many petroleum 
products, 


Che New Haven Register 
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a record 
ror |P4 
puilt upon 


1942 finds The New York Times entering its 24th 
year as leader of the New York newspaper field 
in Total advertising...a record achieved by 
The Times'on its own merits as 0 newspaper and 
an advertising medium, not through syndicate or 
group associations ...a record that promises 
advertisers for 1942 full value in profitable results 


for every dollar invested. 


The New York Times 


"ALL THE NEWS THAT'S FIT TO PRINT" 
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Charlie McCarthy 
to Stay Under 
J-W-T's Wing 


New York, Dec. 31.—The fate of 
Chase & Sanborn’s Charlie McCar- 
thy rested once more in the hands 
of J. Walter Thompson Company 
this week, following a sojourn of 
less than two months at Kenyon & 
Eckhardt which was highlighted by 
a spectacular newspaper campaign 
in the Meiropolitan New York area 
featuring the coffee’s new vacuum 
tin. 

Announcement of the agency shift 
was contained in a cryptic state- 
ment issued by Standard Brands 
shortly after the election of James 
S. Adams as president. Despite the 
fact that Kenyon & Eckhardt had 


Ooo | 
CHROMART 
PRINT FROM KODACHROME 


The one colorprint that FULFILLS 
every exacting art-copy requirement 


PHOTOCHROME, 837 N. Fairfax, Hollywood 


a Overnight by Plane i 


been active on the account since 
Nov. 3, the Standard Brands state- 
ment simply said “that no change 
would be made in the handling of 
the Chase & Sanborn coffee adver- 
tising account. It will remain with 
J. Walter Thompson Company.” 
During its tenure as Chase & San- 
born agency, Kenyon & Eckhardt 
placed one of the most aggressive 
newspaper campaigns for coffee 
ever waged in a single market. A 
schedule of five full pages and five 
insertions of 399 lines was used in 
each of five New York dailies, and 
a total of 180,000 lines in 27 subur- 
ban papers during the period from 
Nov. 27 to Dec. 18. The estimated 
cost for space alone was about 
$100,000. In addition, awards of $5 
were paid to several thousand 
householders who answered tele- 
phone questions about the product. 


Extension Unlikely 


Although indications last month 
were that the big New York push 
would subsequently be extended to 
other major markets, a Standard 
Brands spokesman said today it is 
unlikely that the new package drive 
will be duplicated elsewhere. Un- 
certainties on tin supplies was men- 
tioned in food trade circles as one 
of the chief deterrents to the Chase 
& Sanborn promotion. 

The Chase & Sanborn radio pro- 


gram featuring Edgar Bergen and 
Charlie McCarthy was not affected 
by recent agency shifts, since Ken- 
yon & Eckhardt was to have as- 
sumed supervision of this portion 
of the account effective with the 
Jan. 4 broadcast. Thus, the pro- 
gram has continued without inter- 
ruption under the J. Walter Thomp- 
son Company wing. Chase & San- 
born radio expenditures, estimated 
at $2,500,000 during the past year, 
represent the bulk of the advertis- 
ing appropriation. 


Newell-Emmett Changes 


New York state officials have 
granted Newell - Emmett Company, 
Inc., permission to dissolve the cor- 
poration and all stockholders of the 
former corporation began operation 
of Newell-Emmett Company Jan. 1 
as a partnership. 


Names G. H. Bobertz 


G. H. Bobertz, Jr., for the past 16 
years in sales promotional and 
industrial training work, has joined 
the editorial staff of the technical 
training institute division of Asso- 
ciated Sales Company, Detroit. 


“Look” Ups Mayers 
Warren T. Mayers, formerly East- 
ern advertising manager, has been 
appointed national advertising 
manager of Look, New York. 


To an Advertising Manager or 


Account Executive Who Wants 


to Present Proposals for a 1942 


Advertising Program to Top 


Management: 


Following declarations of war American Builder 
has been consulted frequently by advertising 
and sales executives who are concerned with 
problems of proposing or devising an advertis- 
ing and promotional program suited to today’s 


conditions. 


American Builder has on hand the specialized 
market information, the latest facts and figures 
on conditions, and even forecasts (as far as they 
can be made) that have proved helpful to these 
men. Perhaps American Builder can help you. 


You will find American Builder’s latest Building 
Outlook Letter, ‘‘What About 1942?’’ instructive. 
A copy will be sent on request without charge or 


obligation. 


The World’s Greatest Building Paper 


A Simmons-Boardman Publication 


CHICAGO, ILLINOIS 
105 W. Adams Street 


NEW YORK, N. Y. 
30 Church Street 


Harvard Study 
Too ‘Cautious,’ 
Educator implies 


Report Undergoes First 


Public Discussion at 
AMA Meet 
New York, Dec. 29.—The first 


public discussion of the findings of 
the Harvard study on the economic 
effects of advertising was presented 
to the annual meeting of the Ameri- 
can Marketing Association here 
today when Prof. Neil Borden of 
Harvard gave a brief review of the 
major findings of the study, fol- 
lowed by a discussion of it by Prof. 
George B. Hotchkiss of New York 
University. 

(A detailed review of the study 
and its conclusions appeared in the 
Dec. 29 issue of ADVERTISING AGE.) 

Declaring that the report should 
“put an end to the loose generaliza- 
tions and exaggerated claims that 
have been made for or against ad- 
vertising,” Prof. Hotchkiss called 
the conclusions of the study “cau- 
tious to the point of reticence.” In 
some divisions of the study, he said, 
the evidence seems to warrant more 
positive conclusions than have been 
drawn and in others insufficient 
weight has been given to certain 
contributory factors that enter into 
business policy. 

“Those who are genuinely de- 
sirous of preserving free enterprise 
will need to become critics not of 
advertising, but of specific adver- 
tisers and their malpractices,” he 
said. “Advertising is no more a 
subject of censure or justification 
than is transportation, communica- 
tion or education. All of these 
forces are subject to misuse, and 
there are many bad drivers, both 
of automobiles and of advertising 
campaigns. 


Educational Job Needed 


“I consider it more harmful than 
helpful to demand that the adver- 
tising appropriation of a company 
continually demonstrate its econ- 
omy by bringing in traceable results 
for each dollar spent,” he went on, 
“particularly if this is done by 
advertisements pulling returns in 
the form of box tops, requests for 
samples, contests, premiums and the 
like. It is far better, in my opinion, 
to educate the public regarding the 
distinctive merits of the company 
and its products or services. This 
educational job, of course, cannot 
be efficient or economical unless the 
messages are in a form the consum- 
ers will receive. If, as often hap- 
pens, this means messages of high 
emotional content, the objection to 
them must be based on other than 
economic grounds, The economist 
must reckon with people as they 
are. The advertiser, like every 
other teacher or preacher, must deal 
with them as they are.” 

A favorite charge of consumer 
leaders, Prof. Hotchkiss said, is that 
advertising is responsible for multi- 
plying brands with insignificant 
differentiations, and thus adds to 
the confusion of the consumer, but 
statistical studies prove that the 
actual facts are directly contrary to 
this assertion. “While the impulse 
of the manufacturer is to differen- 
tiate his product and thus provide 
talking points for his advertising, 
his unique features that win popu- 
lar approval are adopted or imi- 
tated by others and cease to be 
unique; those that fail to win ap- 
proval are soon discarded,” he said. 
“Thus competing products tend to 
approach a norm, or standard, and 
a close equivalence of price. At the 
same time they retain enough indi- 
viduality to permit consumers some 
freedom of choice.” 

On the matter of monopoly, Prof. 
Hotchkiss said there is little evi- 
dence that advertising itself has 
been a weapon of monopoly. “On 
the contrary,” he asserted, “it has 
been the weapon by which the 
small, independent manufacturer 
has broken into a closely held mar- 


CITIZENS 


—— 
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would like to see all of us now 

rededicate ourselves to our coun- 
try’s cause and say, with Adams, 
Franklin, Jefferson, and the others 
who founded it: “We mutually pledge 
to each other our Lives, our For- 
tunes, and our sacred Honor” — and 
from this time henceforth we are 
not business men, consumers, capi- 
talists, or employees, but Citizens 


Westinghouse 


ee 


Quoting an address made in March, 
1939, A. W. Robertson, board chairman, 
Westinghouse Electric & Mfg. Co. put 
his name to this copy which appeared in 
newspapers in 29 cities and in four finan- 
cial papers during the past week. Young 
& Rubicam handles Westinghouse insti- 
tutional advertising. 


ket and secured his share of patron- 
age.” 

Corwin D. Edwards, assistant to 
Thurman Arnold in the anti-trust 
division of the Department of Jus- 
tice, spoke at the same session, and 
reiterated the statements made 
numerous times by both himself and 
Mr. Arnold that the anti-trust divi- 
sion has no interest in and no 
opinion about advertising as such. 
He reviewed the many anti-trust 
prosecutions of recent years, and 
insisted that advertising enters into 
these cases only when it is used (as 
any other business function may be 
used) to circumvent the anti-trust 
laws by aiding price conspiracies or 
actions in restraint of trade. 


Sorrells, Ryan Join 
Office of Censorship 


John H. Sorrells, formerly ex- 
ecutive editor of Scripps - Howard 
Newspapers, New York, and John 
H. Ryan, formerly vice-president of 
Fort Industry Company, Toledo, O., 
have joined the Office of Censorship 
in Washington as assistant to Byron 
Price, Director. 

Mr. Sorrells has been executive 
editor of the Scripps-Howard chain 
since 1930, previously serving as 
editor of the Fort Worth Press. Mr. 
Ryan is past president of the Ohio 
Association of Broadcasters and a 
member of the board of the Na- 
tional Association of Broadcasters. 


To Hear Murphy 


Mason - Dixon Industrial Adver- 
tisers, Gettysburg, Pa., chapter of 
National Industrial Advertisers As- 
sociation, will hear W. D. Murphy, 
account executive of Reincke-Ellis- 
Younggreen & Finn, Chicago, and 
NIAA president, at its Jan. 6 meet- 
ing. 


Delay Hearing to Jan. 22 
Resumption of the Federal Com- 
munications Commission hearings 
in the newspaper-radio investiga- 
tion, scheduled for Jan. 8, has been 
postponed until Jan. 22. 


to the right people 


A fast-reading fact booklet that reveals 
fascinating figures about the distribution of 
buying power in Los Angeles. Briefly 
and crisply presented, the market informa- 
tion it contains makes this booklet 
eminently worth any sales or advertising 
executive’s time. Make request on 
your company letterhead, please- 


MAYNARD BoyéeE Inc. 
- a 
LOS ANGELES 
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Young & Rubicam is 


UNFAIR 


to Prima Donnas 


Young & Rubicam has no objection to “star” advertising men; in fact, 
we believe we have a sizable collection of them here. 


But individuals who insist on having all the ideas themselves do 
not thrive in this atmosphere. 


Our men are trained to think for themselves, but they are also 
trained to welcome good thinking by others as if it were their own. 


Young & Rubicam, Inc., ADVERTISING 


NEW YORK - CHICAGO . DETROIT - SAN FRANCISCO - HOLLYWOOD - MONTREAL - TORONTO 
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Lord & Thomas Names 


Brown Vice-President 

Dr. Lyndon O. Brown, for the 
past seven years in charge of Lord 
& Thomas’ mar- 
keting and re- 
search division in 
the Chicago 
office, has been 
named a vice- 
president of the 
agency. 

Dr. Brown, 
who is associate 
professor of mar- 
keting and ad- 
vertising at 
N orthwestern 
University, is the 
author of “Mar- 
ket Research and Analysis.” In his 
new capacity, Dr. Brown will be in 


Dr. L. O. Brown 


charge of marketing, media and 
research. 
Adds Flour Account 

King Midas Flour Mills has 


placed its account with Olmsted- 
Hewitt, Minneapolis agency. 


BUSINESS PAPERS 


Who Advertised and Where 
When They Advertised and How Much 
All in 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


Institutional 
Theme Planned 
by Bus Lines 


Chicago, Dec. 31.— Spurred by 
new OPM curtailment of tire and 
automobile production, major bus 
lines in the United States, repre- 
sented by the National Association 
of Motor Bus Operators, will soon 
launch an institutional campaign 
under the direction of Beaumont 
& Hohman, Chicago agency. 

Agency and association officials 
declined to say whether the cam- 
paign would mention the govern- 
ment curtailments in copy, but 
Beaumont & Hohman has already 
embarked upon a contingent theme 
in a campaign for its clients, Grey- 
hound and Union Pacific, which fea- 
tured the 5,000 miles saved to 
one’s car by riding the bus to Cali- 
fornia (ADVERTISING AGE, Nov. 10). 
Plans for the drive had not yet jelled 
this week, but National Bus Traffic 
Association is convening in Chicago 
Jan. 7, and some action may stem 
from the meeting. 

Outlook on an institutional ad- 
vertising drive featuring govern- 


| ment curtailment of private motor- 
ing, and the consequent wisdom of 
using public transportation, is said 
to vary inside the industry. Some 
bus managements are reported to 
favor an institutional drive on this 
theme, but decline to use it in 
their own copy. Others think that 
the industry would do well to keep 
its hands off the situation. 

“Some of the bus company ex- 
ecutives,” an account executive told 
ADVERTISING AGE ruefully, “are in- 
clined to figure that the situation 
doesn’t call for advertising at all. 
They figure that after these tire and 
auto cuts, bus business is due to 
soar, with or without advertising.” 

One bus line, however, is con- 
sidering a drive calling the public’s 
attention to the conservation made 
possible by the busses. Santa Fe 
Trailways, through Ferry - Hanly 
Company, is eying a tentative cam- 
paign which centers around the 
phrase “36 to 1”’—a phrase which 
springs from the fact that 36 pas- 
sengers are carried in most Santa 
Fe coaches, a full coach, obviously, 
being the equivalent of 36 private 
automobiles. 


Gets Bait Account 


W. L. Black Advertising Agency, 
Reading, Pa., has been named to di- 
rect the account of Yakima Bait 


Company, Granger, Wash. 


half in January, 1942 
page a year before. 


tive market. 


e A home study school increased its 
space from two pages to three. 


e A surgical appliance advertiser in- 
creased from a quarter to a half page. 


@ A radio advertiser used a page and a 


e An automotive accessory that used 
but seven lines in January, 1941 was 


POPULA 


THEY EXPECT 
MORE BUSINESS 


from Popular Mechanics’ Readers 


RUNNING over the names of old advertisers who used our 
January issue for both 1941 and 1942, we find increased space a 
in 1942 for a truly representative list. 


lines to a page. 


and only a half 


fECHANICS ! 


in with a page in color and three three- 
inch advertisements in January, 1942. 


e A book advertiser jumped from seven 


' 

i 

| 

i 

| 

| 

| 

| 

e A machine shop equipment adver- 1 
tiser increased space from seven lines | 
to a half page and a home workshop ' 
item was represented by four inches : 
in January, 1942—twice the space used 1 
in January, 1941. i 
| 

| 
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Thus the record runs and if it has any significance it means that 
these advertisers look upon the mechanically-minded man 
readership of Popular Mechanics as an increasingly produc- 


After many years they wouldn’t be using Popular Mechanics 
if it didn’t produce profitably. And they wouldn’t be increasing 


space if they didn’t expect it to produce more abundantly. 4 
Are you looking for a profitably productive market for 4 

goods men buy? Then start your schedule with adequate space i 

in Popular Mechanics. - 


i) 


200 East Ontario Street, Chicago »= New York * Detroit » Columbus 


Know Techniques 
of Ad Readership 
Study, Gallup Says 


New York, Dec. 


can be discussed 


intelligently 
George Gallup, 


ican Marketing Association. 


eration. 
were William B. Ricketts, 
Ayer & Son; T. Mills 


Lucas, New York University. 


discussions; in magazines, 


Gallup and Starch and the Clark 
reports, using recognition combined 
with “masked identification.” 
| newspapers, the continuing study 
|} conducted by the Advertising Re- 
|search Foundation, and the Clark 
| syndicated newspaper studies, both 
of which employ the Gallup recog- 
nition method, were analyzed. 


Cites “Large Error” 


To avoid “distortion” factors, Dr. 
Franzen suggested that examina- 
tions of advertisements be made in 
|such a way that “length of exami- 
ination and punctuation of interest 
| 
| 


are comparable” and that compari- 
sons of ads be made within size and 
color groups. He also remarked that 
|measurement of magazine reader- 
|ship as computed at present intro- 
| duces a “large error in the reported 
| figures of advertising audiences, 
| both in distinguishing among maga- 
zines and in evaluating advertise- 
|ments appearing in different maga- 
| zines.” 

Users of advertising rating serv- 
| ices were warned by. Mr. Shepard 
that findings do not “have to be ac- 
curate to decimal places.” 

“We do not believe that anyone 
|should look at the results for two 
|competing advertisements and say, 
| ‘My advertisement has a thorough 
|readership here of 4.2 per cent, 
while that of my competitor has a 
readership of only 3.8 per cent. 
Therefore my advertising is 10 per 
cent better than his.’ ” 


Termed Insignificant 

He termed the difference between 
3.8 and 4.2 insignificant, “unless it 
showed a definite trend by its re- 
peated appearances in a number of 
successive advertisements.” In 
studying results, he advised, sound 
procedure calls for consideration of 
a series or group of ads rather than 
a single insertion. Other factors 
that should be weighed are product 
interest, thickness of the issue, posi- 
| tion, size and color. 
| In addition to this exhaustive ap- 
|praisal of advertising readership 
| study techniques, the Sunday after- 
|/noon session was given over to an 
| analysis of consumer preference 
| studies. Various methodologies and 
|results of surveys were presented 
| by Albert Blankenship, N. W. Ayer 
|& Son; Ross Cunningham, Massa- 
|chusetts Institute of Technology; 
| Marie Sellers, General Foods Cor- 
| poration; Rensis Likert, Department 
of Agriculture; and Harry D. Wolfe, 
|Kent State University. Mr. Wolfe 
| presented the findings of a study 
|made among some 2,500 consumers 
|on slogan and radio program recog- 
|nition, which showed that among 
| product users 76.6 per cent recog- 
| nized the product’s slogan, and 64.2 
|per cent identified the product's 
|radio program. Among non-users, 
the comparative figures were 65.7 


eo ee ee ee eee ee es es es se es es ee ee ee per cent, and 43 per cent. 


30.—Complete 
understanding of the techniques de- 
veloped in recent years to measure 
advertising effectiveness is essential 
before the validity of the findings 


vice-president of 
Young & Rubicam, declared today 
before a conference on advertising 
readership sponsored by the Amer- 


Dr. Gallup’s remarks ushered in 
a comprehensive review of adver- 
tising research, highlighted by the 
participation of leading practitioners 
who discussed their methods of op- 
Appearing on the program 
N. W. 
Shepard, 
Daniel Starch & Staff; Allen B. 
Sikes, ANPA Bureau of Advertising; 
L. M. Clark; Raymond Franzen, Na- 
tional Markets Analysis; and D. B. 


Four major techniques for gaug- 
ing advertising effectiveness were 
analyzed during the course of the 
the | 
Starch rating service, employing the 
recognition methods developed by 


For | 


— 
————= 


12 Income Groups 
Set Up for Use 
by Researchers 


New York, Dec. 30.—After two 
years of work a committee on 
income classifications of the Ameri- 
can Marketing Association, headed 
by L. D. H. Weld of McCann-Erick- 
son, and with two subcommittees 
headed by Wroe Alderson, Curtis 
Publishing Company, and Archi- 
bald Crossley, Crossley, Inc., re- 
,| ported a series of standards for 
classifying economic groups by in- 


meeting of the American Marketing 
Association here. 

Each of the recommended stan- 
dards embraces 11 breaking points, 
thus providing for a division of the 
population into 12 groups, and the 
committee declared their formu- 
lation and general adoption, while 
still permitting the widest possible 
deviation in individual cases, would 
prove extremely useful to the field 
as a whole by standardizing termi- 
nology and by making a large num- 
ber of studies directly comparable 
with other studies with which they 
could not previously be compared 
because of difference in their bases, 

Breaking points on dollar income 
suggested by the committee are as 
follows: 


Annual Monthly Weekly 
$ 500 $ 42 $ 10 
750 63 15 
1,000 83 20 
1,250 104 25 
| —-1,500 125 30 
2,000 167 40 
2,500 208 50 
3,000 250 60 
4,000 333 80 
5,000 417 100 
7,500 625 150 


In the classification standard for 
descriptive terms by rental units 
the committee set up the following 
breaking points, based on monthly 
rentals: 

$4.99 or less; $5 to $9.99; $10 to 
$14.99; $15 to $19.99; $20 to $24.99; 
$25 to $29.99; $30 to $39.99; $40 to 
$49.99; $50 to $59.99; $60 to $74.99; 
$75 to $99.99, and $100 or more. 


Pure Oil to ANA 


Pure Oil Company, Chicago, has 
been elected to membership in the 
Association of National Advertisers. 
F. H. Marling, advertising manager, 
will represent his company in the 
ANA. 


R & R Names Cramp 


Walter M. Cramp has_ joined 
Ruthrauff & Ryan, New York, as an 
account executive. He was for- 
| merly with Batten, Barton, Durstine 
| & Osborn, New York, in the contact 
and copy departments. 


STOCK PHOTOS 
KAUFMANN FABRY 


425 8. WABASH AVE. CHICAGO 
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“They” means our men in uniform. “We” means the other guy— his money, his muscles, his life. Knowing how bad the war is right 
now, how much worse it can quickly get, we wish “they” or “we” would hurry up and crush the enemy by the end of next week. But 
the pronoun “they,” or the pronoun “we,” will never win this war. It can only be won in one way: by you, the reader of this message, and 
every other citizen of the United States, young or old, taking to his heart this fierce and holy resolve: “I WILL WIN THE WAR!” 
This is the time for the first person singular. It used to be egotism, bad taste, to use the pronoun “I.” Now, if you're talking about the 
war or thinking about the war, it’s bad taste, insincerity, or plain stupidity, to use any pronoun other than I. This war is unlike any 
other the United States has ever known. The future of our nation, the greatest prize of all civilization, may depend on a single 
engagement with the enemy in some remote corner of the world. The chips are down—the most gigantic and expensive chips in history 
—and radium dice rattle in the hands of fickle fate. America has been the citadel of the individual—now the individual can decide 
whether he wishes to remain an individual. The fool says: “I hope we win so I can still keep my individual freedom, my individual 
fortune.” The real man says: “The only way I can be an individual is to admit right now that the whole war, and the duty of beating 
the enemy is my individual duty—and I refuse to ‘let George do it!’ 1 WILL WIN THE WAR!” The Society of Typographic Arts 
proudly accepts this thesis: I WILL WIN THE WAR! And we here and now call upon all our members, and all artists, designers, 
creators, writers, inventors, engineers, thinkers, and craftsmen—all the genius and talent that is America—to join with us in a proc- 
lamation more fateful than the Declaration of Independence, more drastic than any pledge of allegiance: 1 WILL WIN THE WAR! 


ON JANUARY EIGHTH 


say let the artist and designer make posters—that's fine. But let us think of design 
in TERMS OF WHAT IT TRULY IS: the use of basic law to achieve a special 


On January 8, 1942, at 8:00 P.M. in Art Center, Main Assembly Hall, 820 N. Tower 
Court, Chicago, a historic meeting will take place, Under one roof will be gathered 
a congregation of individual talent and personal ability to make the whole world 
stop and wonder. The meeting will be for one purpose: to help those there find out 
and promptly employ the quickest and surest means of defeating our enemies. 


SCIENTIFIC VIOLENCE 


Because the Society of Typographic Arts has considered itself the advance guard of 
the design movement in this part of the country, and because the scientific violence 
of the present war contains so many definite characteristics of design, brutally but 
efficiently used, the STA, by its own right and on its own recognizance assumes 
sponsorship and leadership of this event. 


NEW MEANING OF THE ARTIST 


In the First World War the artist was synonymous with the war poster. In this War 
it is proven folly to try and draw any guidance or experience from the old one. We 


intention (to beat Hitler), every move springing out of a new invention and being 
executed with craftsmanship, perfection! Of this ideal of design, the present day 
designer and artist may and WILL POSITIVELY go far beyond mere posters. You 
who read this now, you who attend the January eighth meeting, know in your heart 
that you owe it to your calling and your manhood; that you at least try to be 
the father of a project more damaging to the enemy than the surprise assault on 
Pearl Harbor was to us! 


UNITED STATES GOVERNMENT OFFICIALS 


A delegation of United States Government Officials will address the meeting. Among 
them Mr. Dan Tracy, Assistant Secretary of Labor; Mr. Verne Zimmer, Director 
of Bureau of Labor Standards, in complete charge of the campaign to speed produc- 
tion by preventing accidents; Mr. Harry Guilbert, Safety Director of the Pullman 
Company, nationally known safety expert; and several other famous experts on 
war production. For printed announcement, and questionnaire which allows any 
citizen to participate without obligation, write to R. H. Middleton, Secretary, 
Society of Typographic Arts, 2032 North Clybourn Ave., Chicago, Ill. Make haste! 


Che Society of Cypographic Arts 


Collins, Miller & Hutchings, Inc., Chicago engravers, 
donates this page as a salute to the great and inspiring 
Society of Typographic Arts and urges all designers, 
artists and crafismen to attend this historic meeting. 
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ADVERTISING AGE 


January 5, 1942 


U. S. Army Recruiting 
Ad Put on Page One 


When the United States govern- 
ment sent advertising copy for the 
U. S. Army Recruiting Service to 
the Record-Eagle, Traverse City, 
Mich., saying “This is one of the 
most important advertisements the 
government has ever released. It 
really should go on the front page,” 
that’s exactly where the newspaper 
put it, in a top center position, oc- 
cupying three columns, 185 lines 
deep. 

An editor’s note described the in- 
novation as “something you have 
never seen before in the Record- 
Eagle and may never see again... 
The government wants it on the 
front page. O. K., the government 
gets it on the front page, and it gets 
any other form of cooperation it 
wants from the Record-Eagle with- 
in the means and facilities of the 
Record-Eagle to give.” 


Adds Lee Robinson 


Lee Robinson, formerly manager 
of Radio Retailing, New York, has 
been named Eastern representative 
of Electrical - Home Equipment 
Dealer, Chicago, with headquarters 
at 101 Park avenue, New York. 


Du Mond Joins Line 

T. C. Du Mond, formerly with 
Cramer-Krasselt Company, Mil- 
waukee, has joined the advertising 
department of Line Material Com- 
pany, Milwaukee. 


Preparing Mail 
Order Catalogs 
Ticklish Task 


Expect New Books to 


Show Price Increases 
of 10 Per Cent 


By FRANK HICKS 


Chicago, Dec. 31.—Putting out a 
mail order catalog these days is 
fraught with as many surprise ele- 
ments as actual war itself, and those 
in charge of mail order operations 
in this industry are putting the fin- 
ishing touches on their spring and 
summer books with more than the 
usual reservations. In this era of 
conflict, priorities and sudden gov- 
ernmental mandates, what Wash- 
ington commands can cause the best 
laid plans of mail order men to 
“gang aft agley.” 

Nonetheless the books are coming 
out as usual and it is probable that 
one major and obvious result of the 
war will be an average increase in 
prices of some 10 per cent. On 
individual items it may be more and 


on others less. And there will be 
qualifications as to prices instead of 
guarantees, companies reserving the 
right to raise prices in case replace- 
ments have to be made at a higher 
figure or in case taxes, heretofore 
unannounced, are laid on. 

There will be more emphasis on 
soft goods in the new catalogs be- 
cause of the heavy demand for 
metals for war purposes. This 
already has been made evident in 
the annual mid-winter sales flyer of 
Sears, Roebuck & Co., although even 
here there is a showing of some 
radios, power and hand tools, and 
some auto accessories. Tires are 
out, however, and so are electric 
refrigerators, although these items, 
along with washing machines, all 
heavily proscribed by war exig- 
encies, may have some representa- 
tion in the new spring and summer 
books. Montgomery Ward & Co. 
failed to issue a mid-winter sales 
flyer this season. 


Changes Credit Plan 


Another manifestation of war’s 
influence is the announcement of 
Spiegel, Inc., that it is changing its 
“no charge for credit” plan Jan. 18, 
establishing two ways of buying for 
customers, either cash or credit. 
Incidentally, this company is guar- 
anteeing prices in its new catalog. 

The unique part of the cash plan 
is that certified customers may 


The Net Paid Circulation of 


Che Birmingham News 
THE BIRMINGHAM AGE-HERALD 


November, 1941, Average 


DAILY 


192,029 


161,649 


SUNDAY 


* A, B. C. Interim Statement for October, November, and 
December available early in January. 


This All-Time High, by many thousands, in Daily and 
Sunday Circulation is a reflection of the extraordinarily 
prosperous conditions existing in the Birmingham area due 
to the normal activity in steel, iron, coal and cement, plus 
more than $880,000,000 in government defense expenditures 
given the State of Alabama. Statistics show that the Bir- 
mingham district is one of the most prosperous areas in 
America and can be completely and effectively covered by 


only one medium—The News-Age-Herald. 


KELLY-SMITH CO., National Representatives 


| regulate the use of tin in cans was 


place an order from the Spiegel 
catalog of $5 or more and not pay 
for the order until after it has been 
received and found satisfactory. 
This system is made possible due 
to the fact that the company sends 
its catalog only to customers who 
have been found trustworthy. 

Those who heretofore have been 
provided with credit by the com- 
pany without charge will now be 
required to pay a carrying charge, 
the credit being reduced by monthly 
payments. Spiegel customers were 
notified of the new plan by means 
of a small folder which also an- 
nounced that the new catalog was 
being mailed. 


Reaching Larger Cities 


In a recent talk to employes of 
the company, M. J. Spiegel, Jr., 
president and general manager, ob- 
served that since tne closing of the 
company’s retail furniture stores in 
Chicago in 1931 the company had 
sold only by mail order with prac- 
tically no business with people 
living in large cities. “Recently,” 
he added, “we made tests which 
indicated that it would be profit- 
able to extend our mail order busi- 
ness to some of the larger cities. 
As a result our volume is growing 
in urban communities like Detroit 
and Cleveland. Today Chicago is 
almost the last of the large cities 
from which we do not encourage 
orders. .. We have decided to enter 
the Chicago field with an aggressive 
campaign.” 

Other transformations in the mail 
order field include the plan of the 
Chicago Mail Order Company to 
expand its activities into the retail | 
field in addition to a chain of mail 
order offices. The retail program 
has extended to the point where 
practice show windows are being 
prepared, both for metropolitan and 
smaller cities. 


Expect Slash 
in Use of Tin 
for Containers 


Washington, D. C., Dec. 31.— 
Sharp reductions in the use of tin 
in containers for beer, tobacco, cof- 
fee, oil, gasoline, anti-freeze com- 
pounds, paints and a variety of 
foods is in prospect as a part of a 
tin conservation progfam now being 
worked out by the Office of Produc- 
tion Management. 

Representatives of the can manu- 
facturing industry conferred with 
OPM officials this week and sub- 
mitted a proposed program to re- 
duce the quantity of tin going into 
cans from the 1941 total of 36,950 
tons to 31,900 in 1942 and 28,750 in 
1943. 

Suggestions for reducing still fur- 
ther the thickness of tin plating in 
cans are also under consideration. 
Adoption of an electrolytic process 
which would permit the thickness 
to be cut more than 50 per cent 
has also been proposed. 


Shortage of Steel Plates 


Another threat to the industry 
is the shortage of steel plates. 
Allocations thus far have not ham- 


pered production, but OPM officials | 
warned that supplies may be cur-| 
tailed. A 
been reached. 

If the industry committee’s rec-| 
ommendations are accepted by OPM | 


the use of tin for tobacco containers | | 


would be eliminated entirely. Sub- 


stantial reductions would be made| | 


in the amount available for such} 
personal products as talcum powder | 


and shortening, dry foods, special- | 
ties and fresh sea foods. 
While a conservation order to 


still under consideration today, the 
OPM priorities division established 
rigid restrictions on use of the| 
precious metal for non-container | 
use. A list of 29 items in which no tin| 
can be used after March 31, 1942, 
and in which consumption until 
that date must be cut in half from 
the 1941 scale, was established. 
This list includes advertising spe- 
cialties, seals and labels, jewelry, 


final decision has - 


novelties and souvenirs, household 
furnishings and fixtures, toys, but- 
tons and buckles. Specifically ex. 
empted from provisions of the order 
is tin in type metal for re-use in the 
printing and publishing trades. 

The list of prohibited articles in- 
cludes foil, a fact which is expected 
to result in formal revocation of a 
foil limitation order due to take 
effect Jan. 15. The order was 
strongly opposed when first issued, 
and its effect is to date postponed 
pending investigation. 


AMS CANNERS PLAN 
CONSUMER CAMPAIGN 


New York, Dec. 31.—The 26 can-' 
ners enrolled in the Agricultural 
Marketing Service’s continuous in- 
spection program are formulating 
plans for a consumer advertising 
campaign, it was reported here this 
week following organization of Gov- 
ernment Inspected Fruit and Vege- 
table Packers, Inc. The group will 
meet Jan. 24 in Chicago, prior to the 
opening of the annual canners’ con- 
vention. 

Although no agency has been offi- 
cially named, John G. Ayling, of 
Geyer, Cornell & Newell, is tempo- 
rary secretary of the corporation. 
William H. Ritter, president, P. J. 
Ritter Company, Bridgeton, N. J., is 
president. 


Harold Wise Named 
Manager of “Liberty” 


Harold A. Wise, vice-president 
and advertising director of Macfad- 
den Publications, 
New York, has 
been appointed 
general manager 
of Liberty. 

Mr. Wise, who 
has been with 
the publishing 
company for the 


past 22 years, 
was named ad- 
vertising man- 


ager of True 
Story when that 
magazine was 
founded in 1919. 


Harold A. Wise 
He remained in that post until 1935 


when he was named advertising 
manager of Liberty. 


“Post” Prints “Victory 
ae 
Through Industry” Issue 

The Post, Houston, Tex., pub- 
lished a huge Victory Through In- 
dustry edition Dec. 20. Five sec- 
tions of the issue showed Houston’s 
and Texas’ industrial force. 

The ad- packed issue contained 
many insertions pledging coopera- 
tion by business firms, and many 
devoted their space to defense bond 
and enlistment appeals. 


“Parade” Appoints 

Parade Publication, New York, 
has appointed St. Georges & Keyes, 
New York, to direct advertising. 


ARE EMERGENCY 
PRICE CHANGES 


Y NG 


YOUR CATALOGS? 


Today's important changes 
QUICK changes! Prevent your 
catalog from becoming obsolete due 
to overnight price changes. Swits 
to Swing-O-Ring, the MODERN 
loose-leat binding. As streamlined 
as a 75mm shell, this revolutionary 
binding eliminates old-style bulk and 
weight . . . gives 600% panes page 
strength. New pages added 

pages removed—INSTANTLY. with 
exclusive scissor-like action of ™ 
tiple rings. Swing-O-Ring comes is 
10 colors and bright nickel, in 4” & 
40” lengths. Write today for name 
of licensee near you. 
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Div. of The Fred Goat Co., Ine. 
218 Dean St., Brooklyn, N. Y- 
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ADVERTISING AGE 


Changes Postal 
Rates from Piece 


to Bulk Schedule 


Believe Boost in First, 
Second Class Rates 
Unlikely 


. Washington, D. C., Dec. 30.—Free 
circulation publications holding 
fourth class mailing privileges will 
be affected by a new ruling to be 
announced by the Postmaster Gen- 
eral within the next few days, it 
was learned here today. The pres- 
ent system of basing postal charges 
on weights computed for each sep- 
arate copy is to be dropped in favor 
of a bulk weight method. The basic 
rate will remain unchanged. 

At present, the rate is one cent 
for each two ounces over eight. The 
new rate will be eight cents per 
pound, with weight computed in 
bulk and a minimum charge of five 
cents. Post Office officials predict 
the new system will aid publishers 
and increase postal revenue. 

As it is now, a fourth class maga- 
zine which weighs 10% ounces, for 
example, costs as much to mail as 
a similar publication which weighs 
12 ounces. Under the bulk weight 
system to be adopted, this discrep- 
ancy will disappear without dis- 
turbing the basic rate. 


See Fewer Delays 


Publishers of free _ circulation 
papers will no longer try to bring 
the mailing weight of their publica- 
tions as close to an even two ounce 
figure as possible, in order to avoid 
paying for service not received. The 
result will be, Post Office officials 
predict, fewer borderline cases and 
resultant delays. The routine of 
handling fourth class mail will also 
be simplified. 

All that remains to be done to 
put the new system into effect is the 
issuance of a formal order by the 
Postmaster General, amending the 
regulations. Permission to make 
the change has already been granted 
by the Interstate Commerce Com- 
mission, as required by law, follow- 
ing a hearing held Sept. 22 and 
subsequent investigation. 

Barring possible Congressional 
action, no other changes in postal 
rates or policies is in prospect im- 
mediately. First and second class 
rates have been stabilized since 
1932, when the three-cent stamp 
came into its own. 

Congressional leaders, however, 
are desperately casting about for 
hew sources of revenue. It is pos- 
sible that postal rates might be 
lifted as one method of meeting the 
war emergency requirements for 
government funds. It is believed, 
however, that postal authorities 
would prefer to continue present 
rates unchanged. 

If Congress does pursue the mat- 


ter, second class rates will probably 
be scrutinized closely. Upon sev- 
eral occasions during the past year, 
including the debate on the new tax 
bill, suggestions were made that the 
“subsidy” to newspapers and maga- 
zines in the form of less-than-cost 
mailing rates be ended. Efforts to 
put through a higher scale have met 
with no success thus far, but war 
conditions may change the Congres- 
sional reaction. 


Joins Hixson-O’Donnell 

Albert W. Humm, formerly ac- 
count executive with Williams & 
Saylor, New York, has joined Hix- 
son-O’Donnell Advertising, New 
York, to organize and manage a 
public utility and home appliance 
department. 


Prunes Thumb 
Sales Ride with 
Kellogg All-Bran 


Chicago, Dec. 29.—The plebeian 
prune, which is going to enjoy the 
stimulus of association with the 
New American Encyclopedia in one 
1942 merchandising campaign (Ap- 
VERTISING AGE, Dec. 15), also is going 
to be invigorated by Kellogg’s All- 
Bran advertising copy in a January- 
February selling drive. Among 
those prune packers who are gird- 
ing their outlets to take full advan- 
tage of the promotion is the Cali- 
fornia Packing Corporation, sponsor 
of the Del Monte line. 

Kellogg copy will point out that 


“Together (All-Bran and prunes), 
they are extra delicious, extra bene- 
ficial, extra profitable.” This story 
will be told in color ads in the Jan. 
18 issue of The American Weekly 
and the Jan. 25 issue of This Week 
Magazine. This copy will be sup- 
plemented by black and white ads 
in newspapers during the week of 
Jan. 26 and a continuous drive in 
417 newspapers throughout the 
country. 

Part of the Kellogg campaign will 
include the distribution of All-Bran 
prune recipes on the Kellogg pack- 
age and by m__ ns of recipe cards in 
cooperation with home economics 
experts, food editorials and cooking 
schools. Kellogg representatives are 
making available such display ma- 
terial as bull’s-eye posters, over- 


the-wire pennants, counter displays, 
floor display price cards and brand 
imprint posters, all in color, as well 
as newspaper and handbill mats. 


Adds Cutler, Cushman 


Albert J. Cutler, formerly with 
S-M News Company, has been 
named to the newly-created post of 
newsstand sales manager of Faw- 
cett Distributing Corporation, and 
Merton J. Cushman has been added 
to the Fawcett distributing staff. 


L & T Elects Two 

Don Belding, manager of the Los 
Angeles office of Lord & Thomas, 
has been elected executive vice- 
president and director. William J. 
Pringle, senior account executive in 
L & T’s Los Angeles office, has been 
named a vice-president. 
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Like many other magazines, we Bae een 
missing the forest! 


We’ ve been sublimely neglecting the BaEEEEREM 


of magazine value while researching famaeeaie 
with a fine-tooth comb. 


We have gone back to first principles ahd”) 
L/?/ through a current survey by Elmo Roper, have 
iy -tediscovered the obvious. 


The result will not surprise you. (Whatimay 
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% wBurprise you is the lack of a hammer-andstong 
- + mz wompetitive angle. ) 
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#4 Cosmopolitan representatives are ringing door- 


=’. Bells as rapidly as possible. If you'd like t@ be 
7 py ygertain of seeing one immediately, a note from 
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"| ” yowto Harry M. Dunlap, Publisher, will tarn® 
wee)... the trick. We think...from interviews already 
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Tea Bureau Reports 
1941 Imports Up 


Imports of all kinds of teas into 
the United States during November 
totaled 11,953,271 pounds, an in- 
crease of 3,033,596 pounds over 
total imports for November of last 
year, according to the Tea Bureau, 
New York. 

Although it is impossible to pre- 
dict the immediate effects of the 
two-ocean war cn shipping condi- 
tions, the report said, there is 
every reason to expect that ade- 
quate tea shipments will continue. 
The first concrete result of the 
Japanese war has been to close 
down for the duration all imports 
of green tea from Japan and Japan- 
ese-dominated areas. 


Sales Staff Adds Hansen 


Walter Hansen, formerly on the 
advertising staff of You, New York, 
has joined the sales staff of Rocke- 
feller Center Magazine, New York. 


Maxi 
* friend 


PANELLIT DISPLAYS 
1528 ARMITAGE AVE. CHICAGO, ILL. 
“Signs Ahead of the Times” 


Westinghouse to 
Broaden Copy 
Theme for 1942 


Informative Label and 
Service Policy to Be 
Stressed 


East Pittsburgh, Pa., Dec. 31.— 
The Westinghouse merchandising 
division will shift its advertising 
and promotion plans for 1942 from 
individual product advertising to a 
broader story explaining advantages 
of the appliances to the consumer, 
according to Frank R. Kohnstamm, 
sales manager. 

“We cannot afford to lose the 
wide consumer acceptance of the 
advantages of electrical living,” Mr. 
Kohnstamm announced. “Our ad- 
vertising and promotion plans for 
1942 are designed to keep con- 
sumers thinking about electrical 
living and Westinghouse appliances, 
even though many purchases will 
have to be deferred until peace 
comes. Such subjects as Westing- 
house informative labels, our serv- 
ice policy, and our quality control 
system will be stressed and inter- 
preted in terms of the appliance 
purchaser. 

“There will, of course, be adver- 
tising on the individual appliances, 
including refrigerators, electric 
ranges, irons and roasters.” 


Plan New Booklet 


The informative label policy, 
which Westinghouse adopted a year 
ago, has drawn favorable comments 
from consumers, declared Mr. 
Kohnstamm. “Retail sales people 
have also expressed enthusiasm for 
the idea,” he continued, “claiming 
that the labels give customers 
greater confidence as well as pro- 
vide salesmen with convenient 
product information.” 


INDUSTRIAL ADVERTISING APPEALS CHANGE 


THE “BLUEPRINT OF ACTION” CHART 
tw ACCENTS ON BUTTE, ADVERTHING maTHOOS * 


THE “STATE OF MIND” CHART 
EW ACCENTS OF MBUETRIAL ADVERTISING OBJECTIVES * 
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These new accents in industrial advertising were spotlighted before the American 
Marketing Association convention in New York by Alfred M. Staehle, publisher 


of Factory Management and Maintenance 


were listed on the basis of a survey of 150 important industrial advertisers. 


. The changes in appeals and emphasis 


The Westinghouse promotion pro- 
gram is being fortified in 1942 with 
a new booklet, to be _ released 
through dealers, entitled, “The Care 
and Use of Electric Appliances in 
the Home.” While all manufac- 
turers include instruction books 
with their products, said Mr. Kohn- 
stamm, “it has seemed to us that 
the consumer also needs a compre- 
hensive booklet on that subject 
alone which could be used as a 
ready reference manual.” 

In harmony with the defense pro- 
gram of making existing appliances 
last longer, Westinghouse has ex-| 
panded its department for assisting 
dealers in servicing Westinghouse 
equipment. This includes the en- 
largement of the Westinghouse 
service men’s magazine, “The Bea- 


con,” and the invitation to appli- 
ance users to use Westinghouse 
service. 


While the Westinghouse appli- 
ance plants at Mansfield, O., and 
Springfield, Mass., are at work on 
$25,000,000 war contracts, the com- 
pany plans continued production on 
electric household appliances, the 
output depending on the amounts | 


* 
we 


cs Sang is 


Food and grocery products 
advertisers,—both 
and national,— buy more 
program periods on WHEC 
than on the other two 
Rochester 

COMBINED! 


of material and effort which can 
be devoted to durable consumer 
goods during the emergency. 

The Westinghouse refrigerator 
line has been simplified, with pro- 
duction limited to six models com- 
pared to 15 last year. The 1942 
line of Westinghouse electric ranges 
will be limited to seven models. 


— sce 


Defense Role of _ 
Paint to Keynote 
New Valspar Drive 


New York, Dec. 30.— Increaseg 
consumer advertising in nationaj 
magazines, radio spot announce. 
ments, cooperative newspaper ad. 
vertising and dealer helps figure jn 
the 1942 program 


for Valspar prod- o ay Ti ma 
ucts manufac. |} OUT 
tured by Valen- PAINT 


tine & Co. Sei cslrei heli 
The role of == 

paint in all 

phases of defense 

production will 


keynote the 
forthcoming pro- 
gram, the com- 
pany’s national sales convention 
here was told recently by Thurlow 
J. Campbell, president. Salesmen 
were given special instruction on 
the use of special paints for defense 
work. The Valspar technical labo- 
ratories have developed these paints, 
Mr. Campbell related, to meet 
widely varying conditions on all 
types of defense material such as 
shells, guns, torpedoes and aviation 
equipment. 


The 1942 line of refrigerators will 
contain 92 per cent less aluminum 
than a year ago and they will 
have new applications of porcelain 
enamel, plastics and glass. Non-es- 
sential trim and parts have been 
eliminated. Young & Rubicam 
handles Westinghouse institutional 
advertising, and Fuller & Smith & 
Ross, product advertising. 


M aryland Draws 
Seven-fold Return 
on “41 Ad Budget 


Annapolis, Md., Dec. 30.—The 
Maryland Publicity Commission, in 
its annual report issued this week, 
said the state had secured advertis- 
ing during the past fiscal year valued 
at more than seven times the 
amount of its $15,000 appropriation. 

The commission used motion pic- 
tures, car cards and magazine copy 
in its advertising campaign to lure 
tourists to the state, as well as such 
publicity activities as the distribu- 
tion of 133,000 pieces of literature. 
The state also sponsored an exhibit 
at the National Sportsmen’s Show 
in New York last February, and 
reported good results. 

The report drew a comparison 
between Maryland and Virginia. In 
1940, over 8,500,000 visitors to 
| Maryland spent $452,089,000. Dur- 
ing the same _ period, Virginia 


radio _ stations 


Nevertheless, we can still 
offer choice of a few desir- 
able periods for YOURS— 
let us tell you what's open! 


BASIC CBS 


National Representatives 


J.P. McKinney & Son 
New York, Chicago 
San Francisco 


visitors totaled 6,625,000 and spent 
| $121,101,000, the commission said. 


| Virginia had a promotion budget of 
$70,000, $40,000 of which was spent | 


| in magazines. 


| Organise Stationmen 
| Service station operators are be- 
|ing organized into a defense organ- 
| ization to be known as the National 
| Service Station Defense League, by 
|the Gasoline Retailer, New York. 
| Filling stations, league officials say, 
|}are situated in a strategic position 
|to aid in defense, particularly in 
|spreading air raid alarms, 


| ists, 


| Catherwood to WWRL 


Robert A. Catherwood has been 
appointed general manager of Sta-| 
He was 
| formerly an account executive with 


| tion WWRL, New York. 
| WOR, New York. 
| 


helping | 
in first aid work, and disseminating | 
government regulations to motor-| 


Valspar’s special “blackout paint” 
| was cited as an example of the com- 
|pany’s readiness to meet defense 
needs. Developed some time ago 
| for the blacking out of windows and 
| skylights, the paint was put into 
| production immediately after the 
| outbreak of Jap-U. S. hostilities, 
Distribution was started at once and 
on Dec. 15 the company carried 2 
column by 5% inch ads in two New 
| York newspapers offering the paint. 
| A flood of telephone inquiries 
| sought extra information. 

Valentine & Co., besides consumer 
advertising, will carry a specialized 
campaign next year in yachting and 
boating trade papers on Valspar 
Marine products. Displays, folders 
and dealer mat service will com- 
plete the service. Appointment of 
McCann-Erickson, Inc., to handle 
advertising of the marine paint 
division and a subsidiary, Edward 
Smith & Co., was announced. The 
agency also directs the other Valen- 
tine and Valspar accounts. 


New Liquor Paper 
to Bow in February 


Liquor Publications, New York, 
will launch its fifth publication in 
the liquor field in February with 
the issuance of Monopoly State 
Review. 

The new magazine will be de- 
voted to the study of liquor control 
administration in the 17 so-called 
monopoly states in which the sale of 
alcoholic beverages is exclusively a 
state function. 


Hughes Wins Prize 
Lawrence M. Hughes, conductor 
of an advertising news column In 
the New York Sun, won a first priz 
of $250 in Forbes Magazine’s “Why 
Advertising Should Be Maintained 
During Scarcity” contest. Fred B. 
Stubinger, Buffalo, N. Y., won the 
second prize of $100. The first prize 
winning paper appears in full in the 
magazine’s Jan. 1 issue. 


| Gets Shirt Account 


Marlboro Shirt Company, Balti- 
more, has appointed Hirshon-Gatl- 


|field, New York, as advertising 
| agency. 
To W. L. Vomack 


Philadelphia Tribune Company, 
| Philadelphia, has appointed W. L. 
|Vomack as national advertising 
| representative. 


“Ask your 
Agency 


to ask the 
COLONEL?” 


~ FREE 


4 


—— 


THE FRIENDLY STATION 
50,000 Watts - CBS 


SEATTLE 
& PETERS, INC. 


Exclusive National Representatives 
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Nylon, Rayon, Lisle. 
Hosiery fo Replace 


Silk in New Year 


Prices Up 10% Jan |; 
Holeproof to Expand 


Promotion 


Chicago, Dec. 31.—Japanese silk | 
worms, in the war year of 1942, can | 
chew all the mulberry leaves they | 
want, as far as feminine legs in the 
U. S. are concerned, for the new 
year will see the disappearance of 
the last fine strand of silk in femi- 
nine hosiery and nylon, rayon and 
lisle will come into their own. Some 
of the smaller companies already 
have used up their silk, and larger 
concerns will manage on a limited 
scale until the middle of March by 
using substitutes in heels, toes and 
welts. 

Makers of better quality hose 
expect to replace silk with nylon. 
They are not worried about the 
production end, for they expect to 
be able to fill all demands for nylon 
hose by next fall. Sales represen- 
tatives of hosiery companies in the 
Merchandise Mart, just back from 
company sales meetings, report that 
lisle sport hose are proving popular, 
although acceptance of lisle in the 
sheer lines is not all that could be 
desired. 

Hosiery prices will average a 10 
per cent increase the first of Janu- 
ary with the least increases on the 
higher-priced lines. One _ dollar 
hose will move to $1.15 and $1.25 
hose will advance to $1.35. 


Consign Silk to Limbo 


Among those hosiery makers 
whose silk supply will dwindle to 
nothing early in the new year are 
Holeproof Hosiery Company and 
Phoenix Hosiery Company, both of 
Milwaukee. Consequently the word 
“silk” has been consigned to limbo 
in 1942 promotion plans. 

Holeproof, for instance, plans 
increased promotional activ- 
ity through 1942 in women’s stock- 
ings, men’s socks and for Luxite 
undergarments. Four-color copy 
will feature the MHoleproof girl! 
created by the artist, Merlin Enab-| 
nit. Life magazine has been added | 
to a schedule which includes the| 
Ladies’ Home Journal, Mademoi- 
selle and Vogue. More and larger 
space will be used for Luxite copy 
in Mademoiselle. The men’s line 
will be advertised in Esquire with 
color pages and in The Saturday 
Evening Post. 

Counter and window cards will 
highlight laces, meshes, Luxsheer, 
rayons, and Luxuria cottons, and 
general cards will be used on the 
women’s hosiery line. A new color 
rack has been developed for counter 
use. Two new Holeproof packages 
have been added. One of these is 
in the men’s line, a gift box holding 
three pairs of socks in different 


A COMBINATION 


as unique as it is 


PROFITABLE 


1 Southern New England's fore- 
® most radio station. 


The area that leads all America 
s in spendable income. 


be 


0.00% : 
DIRECT ROUTE TO AMERICA’S No.1 MARKET 
e lravele s Broadcasting 2 


patterns but in the same color, 
called the Trail Blazer Trio, which 
will retail for $2. The other pack- 
age is for a line of Luxite gowns 
and slips designed by Renie of 
R-K-O studios, Hollywood. Dealers 
also will be offered chromium and 
glass racks for the Luxite line as 
well as display cards and giant 
blowups in color. 


Offer Fit Tester 


Women’s 
also will be 
scientific fit 


hosiery departments 
offered the Holeproof 
tester in 1942. This 
gadget will enable salesgirls not 
only to give customers the correct 
size hose, but also the correct length. 

Men’s line display cards will be 
in four colors and feature the vari- 
ous lines. One card will be devoted 


to a sock with garter attached. An 
army and navy men’s package also 
has been devised which fits in a 
mailing container. 

John D. Infield is sales promotion 
manager for the Holeproof Hosiery 
Company. Mitchell-Faust Adver- 
tising Company, Chicago, has the 
account. 


Names Lee-Stockman 


Forsberg Mfg. Company, Bridge- 
port, Conn., has appointed Lee- 
Stockman, New York, as advertis- 
ing agency. 


Sankey’s to Black 


Sankey’s, the Life O’Leather, has 
named W. L. Black Advertising 
Agency, Reading, Pa., to direct its 
account, using outdoor publications. 


Norwich Ups Ad 
Budgets for 


Two Products 


New York, Dec. 29.—Following a 
series of sales meetings throughout 
the country, Norwich Pharmacal 
Company announced recently that 
its advertising effort will be sub- 
stantially increased during 1942. The 
rapid acceptance achieved by Pepto- 
Bismol and rising sales for Unguen- 
tine led to the decision. 

Several magazines have been 
added to the schedules for both 
products and more color will be 
used than before. The Pepto- 
Bismol list includes American Mag- 
azine, The American Weekly, Col- 


lier’s, Cosmopolitan, Country Gen- 
tleman, Life, Look, Redbook and 
The Saturday Evening Post. 

Unguentine advertising will ap- 
pear in both magazines and news- 
papers. The magazine schedule 
calls for insertions in Good House- 
keeping, Holland’s, Household, Life, 
Ladies’ Home Journal, Romantic 
Stories, The Saturday Evening Post, 
True Confessions and True Story. 

There will be two separate news- 
paper campaigns for Unguentine, 
one for featuring regular product 
copy, and a supplemental “emer- 
gency” effort featuring first aid 
treatment, in East and West Coast 
cities. The first ad in this series 
broke today. 

Lawrence C. Gumbinner Adver- 
tising Agency handles the account. 


N the old Latin ‘focus’ meant ‘hearth’ and 


‘foci’ was its plural...foci multi...many hearths! 


A particularly happy pair of words, for hearths 


mean profitable markets. In our own day ‘focus’ 


has come to mean a point of concentration...a 


center of activity. 


The phrase is highly appropriate in con- 


sidering the Los Angeles market because the 


Los Angeles A.B.C. city zone is the point of 


concentration, the center of activity of Southern 


California’s richest and most populous county...a 


concentration of many hearths. 


Here in this one compact city zone is more 


than 70 per cent of the entire population and 


74.2 per cent of the total annual retail sales 
of Los Angeles County. Here is the West’s 
LARGEST and RICHEST market to which has 
been added a PLUS factor of TWO BILLION 
DOLLARS in defense contracts! 


Reach this enormous and ever growing 


market with The Los Angeles Evening Herald 


and Express...FIRST in A.B.C. city zone circu- 
lation...FIRST in city and suburban circulation 


...FIRST in total circulation among all daily 


newspapers in the West! 


BUSINESS 


Here in Los Angeles, one of the nation’s most 
important defense production centers, thousands of 
workers are being added in these vital industries. The 
demand for foods, clothing and luxuries keeps on 


growing. Business as usual? Yes, more than usual! 


AS USUAL? 


LOS ANGELES EVENING 


Represented Nationally by PAUL BLOCK AND ASSOCIATES , 
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Back Up the Fighting Lines 


Everybody knows that the work-| ments of company policy. After all, 


ers who turn out the equipment 


and munitions for the use of the} 


armed services are just as impor- 
tant to victory as the fighters them- 
selves. Consequently anything that 
builds morale among the men in 
the mills and factories is a definite 
contribution to the national welfare. 
Only by whole-hearted cooperation 
among all citizens can our war 
effort be successfully maintained. 
That is why the recent newspaper 
advertisement of the International 
Harvester Company seemed to us 
to be so interesting and so useful. 
It was not merely an institutional 
advertisement which told how the 
company is manufacturing war sup- 
plies as well as taking care of the 
essential farm market, but it was 
also an expression of the workers 
themselves, since it was signed not 
only by Fowler McCormick, presi- 
dent of the company, and the super- 
intendents of all of its plants, but 
also by representatives of the union 
groups whose members are doing 
their share to make American forces 
invulnerable against any opposition. 
We have heard more comment 
about this advertising than anything 
which has appeared recently, and it 
seems to us that it might well set 
the pattern for many other state- 


these statements should reflect not 
merely management policies, but 
the enthusiasm and determination 
of every employe that his personal 
efforts are to count to the maximum 
in making American defenses strong 
against all attack. 


Advertising of this kind serves a 
double purpose —creating public 
good will and appreciation, espe- 
cially on behalf of companies which 
cannot maintain normal production 
for civilian use, and building em- 
ploye morale which will not only 
increase and strengthen the war 
effort, but will provide a sound 
foundation for satisfactory relations 
after the emergency. Advertising 
which gets employes to talking of 
“our company” instead of “their 
plant” builds a keen personal ap- 
preciation of the truly mutual char- 
acter of American industry. 

Maybe it takes a war and the 
close cooperation that all men feel, 
as citizens, in working for the com- 
mon good to establish the right kind 
of industrial relations. But now is 
not too late to bring the employe 
into the picture and to let him feel 
that along with management he is 
responsible for the success of the 
war production entrusted to his 
plant. 


Keeping Up with the Procession 


The Associated Business Papers, 
Inc., recently sent out to members 
a bulletin which contains some basic 
information that ought to be pon- 
dered carefully not only by manu- 
facturers interested in specific in- 
dustrial and trade groups, but by 
all who are conscious of the rapidly 
changing character of their markets 
and the need for keeping in touch 
with them. 


The bulletin quoted J. E. Black- 
burn, McGraw-Hill director of cir- 
culation, on the subject of the num- 
ber of changes of titles, changes of 
addresses, replacements, etc., which 
have taken place in the subscription 
lists of the publications of that com- 
pany. In 1938 and 1939 the number 
of changes averaged a little over 
50,000 for each six-month period, or 


something over 100,000 a year; but} 


in the first half of 1940 the figure 
jumped to 74,660; in the second half 
to 65,948, and in the first half of 
1941 to 77,913—or at the rate of 
over 150,000 a year. 

These are changes based on 
changed jobs, new responsibilities 
and in many cases new home and 
business addresses. They suggest 


that in addition to the large turn- 
over of customers which goes on as 
the normal result of life in peace- 
time, change has been tremendously 
accelerated by war effort, expanded 
production, exodus from civilian to 
military life, etc. Publishers are 
kept on the jump maintaining their 
contacts with readers—and adver- 
tisers have the same problem of 
following them from place to place 
and job to job. 

The world is constantly emptying 
and filling as the inexorable forces 
of life carry old people out of the 
picture and young people into new 
positions of activity and responsi- 
bility; but if this is true in peace- 
time, with what rapidity the picture 
is changing in war-time! Adver- 
tisers have always been character- 
ized by the realization that keeping 
up with the business procession 


ADDING TO THE DEALER'S TROUBLES 


Times, Ine. 


02, Chicago 
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"A fine sample of national unity you show!—l tell my wife there's a shortage of 
new cars, and you sell her one!" 


Chicago Times Syndicate 


Ad-libbing 


V-Stamps for Victory 

We deeply appreciate the patri- 
otic fervor which caused John T. 
Everett of Brooklyn to send us an 
empty envelope bearing a five-cent 
stamp, even though we doubt that 
the government will want to en- 
courage contributions of this nature. 
Mr. Everett’s envelope has on the 
front this motto: “Use the James 
Monroe V-cent stamp for Victory on 
postage ordinarily requiring three 
cents,” and on the back he says, “If 
you think this V-cent stamp idea 
has merit, please give it a break.” 

We don’t agree with Mr. Everett 
that using five-cent stamps when 
three-cent ones will do the trick is 
the best possible way to help win 
the war, but we’re mighty proud to 
live in a country which numbers 
men like John Everett among its 
citizenry. 


Hooray for Cheesecake! 


To those admen who find them- 
selves weighed down by the worries 
of an uncertain world we heartily 
recommend a few minutes a day 
with the official bulletin of the Free- 
Lance Photographers Guild. 

A meaty tidbit in the current 
issue, for example, is headed: “To- 
bruk Totters, but Cheesecake 
Marches On.” Writes Editor Arthur 
Brackman: 

“The war will, if anything, accel- 
— the demand for cheesecake 

pictures. Drill-wearied rookies and 
| dive-tired airmen need more than 
a copy of the Infantry Drill Regu- 
lations to relax after a strenuous 
day; the girlie magazine now takes 
on an almost therapeutic function 
by affording those worn down with 
the hard grind of defense work a 
few moments’ relaxation to fit them 
for the next day’s ordeal. 

“A few cautions and criticisms 
based on some of the sets which 
have failed to hit the mark: Avoid 
the bedroomy look in your cheese- 


means keeping in touch with mar-| cake pictures. They should be 
kets; and keeping in touch with| breezy, not downright suggestive. 
markets means reaching and influ-| The girls should look clean-cut, not 
encing people, as they change jobs, dissipated. They should be fresh- 
homes and responsibilities. looking, not French post-cardy. — 
“Avoid trying to tie cheesecake in 
Now, more than ever before,| with depressing and grotesque 
‘dvertising is the answer to that themes such as automobile acci- 
vital problem. 


dents, bandaging injuries, or simi-| 


leaatehceentiaisiecede 
, lar medical angles. A well-meaning 
| photographer recently submitted a 
| series showing a pretty girl being 
| hit by a car, with plenty of leg art. 
Unfortunately, the subject was too 
depressing to allow any enjoyment 


of the aesthetic or anatomical 
charms displayed. 
“While it is desirable to tie 


cheesecake in with defense themes, 
it might be a good idea to check 
with our office concerning your idea 
before you shoot it. 

“Avoid bathroomy scenes. There 
is nothing glamorous about a girl 


ee 
————_ 


Information 
for 
Advertisers 


OE ms, 

The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1927. It Died Last Night. ' 


The title of this booklet, issued 
by Criterion Advertising Service, 
isn’t as gruesome as it sounds. It 
is the diagnosis of the Chinese who 
didn’t know he had to wind his 
watch. Criterion uses the story to 
point out the fact that advertising 
also needs regular winding and, 
with pictures and text, shows how 
Criterion displays do their work. 


No. 1928. The New Res:n-Bonded 
Plywood. 

Durez Plastics & Chemicals, Inc., 
has issued this booklet, which tells 
some of the history of the plywood 
industry, takes the reader on a trip 
through a manufacturing plant, 
and illustrates many uses of the 
material. 


No. 1929. Grocery and Druggist 
Route List. 

Wholesale and retail grocer and 
druggist route lists are offered in 
this booklet, issued by the Musko- 
gee Phoenix and Times-Democrat. 
The booklet includes maps of the 
city and of its market area, com- 
prising the nine counties of eastern 
Oklahoma, and a list of beer permit 
holders in each county. 


No. 1880. Builders Who Buy. 

A survey of American Builder 
subscribers provided the informa- 
tion for this report, which analyzes 
the publication’s market for building 
products. Graphs and tables show 
the number, type and value of resi- 
dential and non-residential projects 
constructed during one year, and 
the average annual volume per 
reader by vocational classification 
and by size of community. 


No. 1898. Facts About Newsweek's 
Audience and Market. 
Newsweek has issued two sets of 
charts—one, dealing with market 
facts for business and _ industrial 
advertisers—and the other, a study 


mincing coyly across the room with 
a piece of toilet paper stuck to her | 
heel.” 

Other choice reading from the 
same issue includes a story headed, | 
“Don’t be a Dope from Delaware;}| 
Don’t be a Drip from Duluth.” And | 
the lead story crashes through thus: 
“A Yank in the A. E. F. vs. a Jerk 
in the FPG.” 


A Case of Switching 


Among the countless millions who 
read this column every week (Adv. 
—trade puffery) is P. M. Laymon, 
sales manager of World’s Products 
Company, Spencer, Ind. A couple 
of weeks ago Mr. Laymon saw 
reproduced here the ad which Oscar 
Kunitz of Appleton, Wis., ran, ad- 
dressed to local barbers. Ever alert 
to a sales opportunity, Mr. Laymon 
got out his trusty secretary and 
forthwith dispatched the following 
communication to Mr. Kunitz: 

“In looking over ADVERTISING AGE 
we saw a reproduction of your ad 
requesting sealed bids for four 
shaves a week, so we would like 
to put our name in the pot by offer- 
ing you four shaves a week for the 
total price of 2c and we are enclos- 
ing with our compliments a package 
of Double Edge Twenty Grand 
razor blades. We are hoping you 
have a Gillette type holder. 

“Of course, you have to do a very 


in order to get these shaves, but 
we are quite sure you will find one 
Twenty Grand blade will produce 
four excellent shaves and why 
bother with barbers, anyway. 

“Hoping you will consider our bid 
for your business.” 


minimum amount of work yourself | 


of Newsweek’s readers. The reader 
analysis shows the number of read- 
ers and number of families, their 
income, spending ability, use of 
products, and purchasing plans. 
The other set of charts shows an 
analysis of readership among busi- 
ness men, industrial executives and 
government officials. 


No. 1892. The Nation’s 
Board of Agriculture. 
The story of radio and the farmer 
is told in this brochure, issued by 
National Broadcasting Company, 
which reminds the reader that the 
National Farm and Home Hour 
celebrated its four thousandth con- 
tinuous broadcast a short time ago. 
The story relates the history of the 
program and shows how “radio 
spans the distance between city and 
farm and unifies a nation of listen- 
ers.” 


No. 1867. Hotter’n a Little Red 
Wagon. 

In this folder, Better Homes & 
Gardens tallies up its account, and 
shows how it stands—first half of 
1941—in advertising and editorial 
linage, circulation and _ prestige. 
Illustrated are examples of trade 
acceptance in the way of publicity, 
point-of-purchase promotion and 
dealer response. 


Bulletin 


No. 1839. America’s New Army is 
a Market. 

The market represented by the 
country’s growing Army is indicated 
in this report issued by The Guide 
Magazines. Personal interviews 4 
the post exchanges of Fort Sheridan 
|and Camp Grant provide the figures 

on sales rank of numerous products 
|and on magazine reading habits. 
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INSTITUTIONAL COPY 


STATELY. 
SYMBOLS 


.. that reach 
inte the shy 


Products of Peace and Sinews of War 


HARRISBURG STEEL CORPORATION - HARRISBURG PA 


Harrisburg Steel Corp. will use this copy 

to launch an extended magazine drive 

this month boosting its “Products of 

Peace and Sinews of War." The com- 

pany is pushing production of wartime 

steel goods. Wortman, Barton & Co. 
handles the account. 


Harrisburg Steel 
Copy Concerned 
with Post-War | 


New York, Dec. 30.— With its 
plant running at full capacity to 
turn out the “sinews of war,” Har- 
risburg Steel Corporation will 
swing its attention to the post-war 
period and launch an expanded 
magazine campaign in January to 
insure demand for the “products of 
peace.” Well known in the oil and 
seamless steel industries, Harris- 
burg will attempt to win recogni- 
tion in other fields and increase 
national acceptance of its name 
through institutional copy in Busi- 
ness Week, Fortune and Time. 

One typical insertion, full page in | 
the monthly and two-thirds in the | 
weeklies, will feature a sketch of 
smoke stacks with the caption, 
“Stately symbols . . . that reach into 
the sky.” Describing the need for 
“ever-increasing volume,” copy will 
point to the Harrisburg smoke 
stacks as symbols of “full speed 
ahead” and an “active promise of 
even greater production to come.” 

The campaign will run for a year, 
with insertions in every other issue 
of Fortune. The schedule for the 
weeklies has not yet been deter- 
mined. Business papers will con- 
tinue to be used. 

An independent steel company 
employing 2,400 men, Harrisburg 
was established in 1889 and has 


SEE 


TOMORROW 


The Magazine of the Future 


February Issue 


OUT 
JANUARY (5 


ON ALL 
NEWSSTANDS 


25 cents 


Advertising rates and sample 


copy on request. 


Creative Age Press, Inc. 


11 East 44th Street 


been a consistent advertiser, using 
Fortune for the past eight years. 
Wortman, Barton & Co. handles the 
account. 


Adds Stewart Strong 


Stewart M. Strong, formerly re- 
tail advertising manager of B. F. 


Goodrich Company, Akron, has 
joined the Griswold - Eshleman 
Company, Cleveland agency, as 


assistant account executive. 


Adds Two Accounts 


Franklin Life Insurance Com- 
pany, Springfield, Ill., and American 
Institute of Laundering, Joliet, IIl., 
have named Roche, Williams & 
Cunnyngham, Chicago, 
their accounts. 


to direct 


Defense Stamp 
Book for Girls 


Promotes Frocks 


New York, Dec. 31.—A unique 
tie-up with the sale of defense 
stamps has been achieved in a pro- 
motion book prepared by Rosenau 
Brothers, Philadelphia, maker of 
Cinderella frocks, for distribution 
through retail outlets. The book, 
entitled “My Save-Book for Defense 
Stamps,” contains slots for saving 
coins, an envelope for a defense 
stamp album, 24 pages of illustrated 
biographies of famous American 
women, patriotic material and a 
pledge of allegiance. 


The suggestion is made to retail 
dealers that the book be given free 
with $2 or $3 purchases in the girls’ 
wear department, or that it be 
given free to each girl visiting the 
department during a certain period 
of time, or that it be distributed 
through public schools or through 
the store at fashion shows, or at 
defense stamp sales booths. If the 
retailer wishes to resell the books 
at cost, 6 cents, the Treasury De- 
partment at Washington allows him 
to do so. 

The public-spirited purpose of 
the book is maintained throughout 
and only reference to Rosenau 
Brothers is a trademark signature 
on the foreword page and on the 
back cover under the name of the 


distributing store. The book has 
been promoted by means of two- 
color trade paper copy and by sales- 
men. A large number of stores has 
joined in distribution of the book, 
reports Claire Fisher, Rosenau ad- 
vertising manager. 


Employes Get Bonus 


Nassau Daily Review-Star, Rock- 
ville Center, L. I., has awarded an 
8 per cent bonus of 1941 salaries to 
its employes. The bonus is payable 
in 11 monthly installments in 1942. 


Advances J. E. Olson 


John E. Olson, art director of 
Leo Burnett Company, Chicago, 
since 1935, has been named a vice- 
president of the agency. 


=". 


OU can't get New England sales dollars by guesswork. You need the combina- 


Use the Right COM 


tion that has been continuously demonstrated as correct. 


In radio that means the key station WNAC and the eighteen other stations of 


The Yankee Network. Like proper numbers on the dials of a safe, every one is essen- 


Jo the Makers of 


COUGH DROPS 


SMITH BROTHERS 


I am more than proud to express to 
ou, through your agency J. D. 
archer & Co., our thanks for your six 

a weekly in our Yankee 
etwork News Service. We first did 

business with you on WNAC only in 

1930. Then, in 1935, you bought your 

first Yankee Network News participa- 

tion on our complete Network. Since 
that time, you have been with us con- 
sistently as one of our Charter News 

Advertisers. “Thanks” is a simple 

word ... but it carries with it the sin- 

cerity of our entire organization. 


John Shepard, 3rd 


on the right. 


tial for successful results in opening the door to 
this wealth of consumer buying power, now in- 
creased and broadened by New England's 
greatest era of industrial activity. 

No other combination can give you such 
assured entree —no other has such complete 
acceptance at every important point. The nine- 


teen reasons for using The Yankee Network are 


me YANKEE NETWORK, INc. 


21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 


EDWARD PETRY & CO., INC., Exclusive National Sales Representatives 
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WNAC 
Boston 


wrTic 
Hartford 


WEAN 
Providence 


WTAC 
Worcester 


wicc 
Bridgeport 
New Haven 


WCSH 
Portland 


WLLH 
Lowell 
Lawrence 


WSAR 
Fall River 


WLBZ 
Bangor 


WFEA 
Manchester 


WNBH 
New Bedford 


WBRK 
Pittsfield 


WNLC 
New London 


WLNH 
Laconia 


WRDO 
Augusta 


wcou 
Lewiston 
Auburn 


WHAI 
Greenfield 


wsyvB 
Rutland 


WEL! 
New Haven 


WEIM 
Fitchburg 


New York, N. Y. 
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Importance of 
Good Lighting 
to Be Ad Theme 


Cleveland, Dec. 30. — Spring pro- 
motion of I. E. S. Better Sight 
Lamps is expected to play up the 
importance of good lighting to the 
victory effort, according to plans 
now in preparation. No media or 
dates have yet been announced. 

Makers of the lamps, meeting 
here recently, discussed the use of 
substitutes for brass and copper 
with the likelihood that various 
manufacturers will use more glass, 
paper, wood and various composi- 
tions in their products. 

Other copy themes which prob- 
ably will be employed next spring 
include the importance of good light 
to health, especially in the matter 
of perfect vision quaifying men for 
service. 

Foster & Davies, Cleveland, is the 
agency. 


Rep Adds Gilbert 


W. F. Gilbert has been appointed 
head of research and promotion 
with, Sawyer - Ferguson - Walker 
Company, New York. He was for- 
merly assistant to the vice-presi- 
dent of The Borden Company, New 
York, and previously in the mar- 
keting and research department of 
Daniel Starch & Associates, New 
York. 


Begin Strut Campaign 

Cleveland Pneumatic Tool Com- 
pany’s aircraft division, Cleveland, 
O., maker of Aerol struts, will 
launch an aviation paper advertis- 
ing campaign in 1942. Bayless- 
Kerr Company, Cleveland, is the 
agency. Neville Bayless is account 
executive. 


MacFarland Adds Post 


Hays MacFarland, president of 
MacFarland, Aveyard & Co., Chi- 
cago agency, has been named a di- 
rector of Northwestern Yeast Com- 
pany, Chicago. His agency has 
handled the account for several 
years. 


Applause from Alaska 


WWL Daytime Coverage 
PRIMARY and SECONDARY 


GEORGIA 


You get both with: 


EW ORLEANSg 


50,000 watts - - clear channel 


Fan mail from Alaska, Canada 
and every state in the Union 
demonstrates the strength of 
WWL’s 50,000-watt clear-chan- 
nel signal. We love those 
foreign postmarks! 


Fan mail from advertisers who 
concentrate their New Orleans 
market money with WWL is 
our real thrill-bringer, how- 
ever. Each new success story 
underlines the fact that WWL 


B.es 


The greatest selling POWER 


in the 


South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


Silver, China 
Tie-ups Boost 
Glassware Sales 


Consistent 
Sends Duncan & Miller 
Sales Up 300 Per Cent 


By RAYMOND G. GIBNEY 

Pittsburgh, Dec. 30.— Consistent 
advertising and smart merchandis- 
ing, including tie-ups with table 
silver and china, were credited here 
this week with creating steadily 
mounting sales for the Duncan & 
Miller Glass Co., of Washington, 
Pa., manufacturer of high quality 
hand-made glassware. 

James E. Duncan, III, company 
president, revealed that since the 
spring of 1936 sales of Duncan 
glassware have soared 300 per cent. 
The number of dealers handling the 
Duncan line has risen 500 per cent. 
War restrictions apparently are 
destined to have little effect on its 
increasing production. 

Prior to 1936, Duncan & Miller 
could boast of an old and historic 
background, an excellent product 
and a fine reputation in the trade. 
But its retail distribution and dealer 
outlets were considered too limited 
for the productive ability of its 
manufacturing facilities. The com- 
pany engaged the services of 
Ketchum, MacLeod & Grove, Inc., 
Pittsburgh advertising agency, 
which devised a long-range adver- 
tising and merchandising program 
hitting directly at the problem at 
hand—how to sell more Duncan 
glassware. 


Uses Screen Stars 


The initial step was to acquaint 

the trade with the fact that Duncan 
merchandise was being advertised 
directly to the consumer. This was 
accomplished by means of a tie-up 
with popular screen stars. Pictures 
showing Duncan glass adorning 
homes and dining tables in the 
Hollywood movie colony were run 
in The New Yorker and a few othe1 
publications. 
After the groundwork had been 
prepared, the company “borrowed” 
Fae Huttenlocher, associate editor 
of Better Homes and Gardens, to 
design beautiful, tempting table set- 
tings using Duncan glassware. 
Couponed advertisements were run 
in ‘American Home, Better Homes 
and Gardens, House & Garden, 
and Woman’s Home Companion, 
inviting readers to send in for free 
copies of booklets prepared by Miss 
Huttenlocher, showing attractive 
and correct table settings for every 
occasion. The number of coupons 
returned exceeded even the most 
optimistic expectations. Miss Hut- 
tenlocher also set up displays of 
Duncan glassware in leading de- 
partment and furniture stores, and 
addressed woman’s clubs and simi- 
lar groups on table settings. 

Another’ successful innovation 
was the introduction of the Duncan 
ensemble plan, whereby consumers 
were encouraged to buy all their 
table glassware in a single match- 
ing pattern. Patterns offered under 
this plan were guaranteed to be in 
open stock indefinitely. 


Uses Identical Patterns 

Carrying this idea of complete 
harmony in table settings still fur- 
ther, Duncan & Miller made a tie-up 
with the International Silver Com- 
pany for a joint campaign to induce 
consumers to purchase both table 
glassware and silverware in match- 
ing patterns. When International 
introduced its 1847 Rogers Brothers 
“First Love” pattern, Duncan & 
Miller brought out a new etched 
pattern in glassware, also called 
“First Love.” The two were sold 
as supplementary to each other by 
salesmen of the companies and, in 
turn, by the dealers and retail] out- 
lets. The most recent effort along 
this line is promotion of the pur- 
chase of china, as well as glass and 
silverware, in identical or har- 
monious patterns. 


In addition to consumer publica- 


¥ 
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Campaign |’ 


“TASTE SENSATION" 
the days of 


/NDOOR SPORTS 


are here eee 


And NOW'S the 
for ALE! 


be eran ee ale, es 


AN AMERICAN PALE ALE 


Sensationally American, copy claims, is 

the new '76 ale, product of the Terre 

Haute Brewing Co., Terre Haute, Ind. 

Newspaper advertising in Midwestern 

states comprises the new campaign, di- 

rected by Pollyea Advertising, Terre 
Haute. 


tions, Duncan & Miller has main- 
tained a steady advertising schedule 
in business papers since 1936, em- 
ploying the slogan, ‘“Lovliest Glass- 
| ware in America,” to crystallize the 
| identity of Duncan glass in as few 
| words as possible. 


Advances Elif, Meyer 


Joseph C. Elliff, who came to the 
company in 1939 from the Curtis 
Publishing Company and has since 
been assistant general sales man- 
ager, has been named a vice-presi- 
dent of Stewart-Warner Corpora- 
tion, Chicago. Elected with Mr. 
Elliff was George L. Meyer, with 
the company since 1914, who will 
continue to manage the Stewart Die 
Casting Company, a subsidiary. 


Moves to New Offices 

The advertising and _ publicity 
division of Western Massachusetts 
Theaters, Springfield, Mass., has 
moved to 165 State street. 


——————— 


Start New Drive 
in Newspapers 
for ‘76 Ale 


Terre Haute, Ind., Dec. 30.—Mus.- 
kets and drums, together with a 
happily-chosen name for the new 
drink, ’76 ale, give a military air to 
the campaign promoting the bever- 
age in key Midwestern states. 

Terming ’76 ale the “new Ameri- 
can taste sensation,” initial test 
copy run in Indianapolis and Terre 
Haute newspapers for the new 
product of the Terre Haute Brew- 
ing Company, which also makes 
Champagne Velvet beer and ale, 
declared that it was “unmistakably 
ALE, but distinctly AMERICAN.” 

Winter sports are emphasized in 
the new campaign but the phrase 
“Sensationally American” is _ re- 
tained. When sports move indoors, 
one ad relates, thirst makes new 
demands and ’76 Ale provides “that 
extra ‘something’ so necessary in a 
cold-weather beverage.” 

Present plans call for a series of 
ads in similar vein to appear in 
newspapers in key cities throughout 
the country, although the campaign 
will be concentrated most heavily 
in Mid-West states. 

The company has dropped its gold 
label from Champagne Velvet beer. 
In large-space newspaper copy and 
with spot radio, the company an- 


|nounces that metal is precious to 
| the war program, and it has accord- 
|ingly stopped using the gold label. 
| Pollyea Advertising, Terre Haute, 
handles the account. 


Litho Club Reelects 

Litho Club of New York has 
| reelected the following officers for 
| 1942: president, Alfred F. Rossotti, 
Rossotti Lithographing Company; 
| vice-president, William H. Carey, 
Sweeney Lithograph Company; 
|treasurer, Harold J. Mobus, Kin- 
|dred, MacLean & Co.; secretary, 
| Walton Sullivan, Tooker Lithograph 
cane 


Names Harry Kopin 

| Harry L. Kopin, Detroit, has been 
|named western representative for 
Textiles Panamericanos, New York. 


— first ten months of 1941 


Production Hours 
Industrial Payroll 


“Toe 


“WORCESTER 


WORCESTER PAYROLLS 
SHOW 56% GAIN 


EVEN BEFORE the war news hurled all Defense indus- 
tries into unprecedented activity, Worcester factories 
were rolling. up new records for number of workers, 
production hours, and wages paid. Here are the figures 


period in 1940, according to the industrial index of 
the Worcester Chamber of Commerce. 


Number of Employees . . 


This rich market — héart of industrial New England — 
is covered by The Telegram-Gazette alone. Circulation 
more than 134,000 net paid daily. Population: City 
193,694. City and Retail Zone 440,770. 
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The Business Digest 
Significant Developments in Trade and Industry as 


Reported by the Business Press 


Se 


Edited by RALPH O. McGRAW 


by 53 per cent; moccasin fronts, 24 | 


per cent; and plain toes, 23 per cent. 
For color, 68.66 per cent will ask 
for tan and brown, of which 61.12 
per cent will have to be antique 
finish. Rubber heels will be re- 


Kimball Boosts 
‘42 Ad Budget 
for Kerchiefs 


quested in 53.71 per cent of the| 


A Plan for Speeding 
Wartime Production 

An average production efficiency 
of only 55 per cent in plants operat- 
ing on a day-work basis with only 
a very few companies operating at 
60 per cent or more of potential 
efficiency, was discovered in a sur- 
vey of 1,000 manufacturing concerns 
by engineers of the George S. May 
Business Foundation. On the basis 
of these findings, Mr. May declares 
that the United States can increase 
its wartime production by 75 per 
cent during 1942 without building a 
single plant or adding a single ma- 
chine. He recommends the follow- 
ing procedure: 

1. Establish improved methods 
based upon a scientific job analysis 
to determine the one best design 
and one best method of fabrication 
of each article. Supplement this by 
setting standards based upon time 
studies for each manual operation 
in the plant. 

2. Adopt a production contrc 
plan for the systematic schedulin, 
of work in accordance with these 
established standards of operation 
such a plan to take into account 
the capacity of each production cen- 
ter in the plant and to govern the 
distribution of work in such a way 
that there is neither congestion or 
bottlenecks, nor idle men or ma- 
chines. 


Says “Railway Age” for Dec. 27: 
“Our railways, by unprecedented 
efficiency, have in 1941 increased 
the movement of freight 16 per cent 
over 1918, 41 per cent over 1939, 
and 26 per cent over 1940. They 
are entitled, if on the record any 
industry is, to be left free from po- 
litical influence and afforded full 
opportunity to continue efficiently 
doing their job.” 

* * * 

In its guide to regional sales 
trends, Business Week reports that 
as America accelerates its all-out 
war effort two influences—arms and 
priorities —-emerge as the major 
determinants of regional income 
prospects during the first quarter 
of 1942. The drive for 168-hours- 
per-week plant operations will act 
as an immediate employment 
Stimulant, especially in the many 
war-production areas along both 
coasts. But heavy awards for new 
arms plants now in prospect are apt 
to go mostly to interior regions. 


Expenditures on war material and 
facilities exceed World War I, says 
e “Survey of Current Business” 
for December, but are a smaller 
Proportion of income than for the 
comparable 1918 period. July 1940- 
October 1941 disbursements, ex- 
cluding pay and subsistence but 
including foreign government out- 
lay, totaled 12,178 million dollars, 
a against similar expenditure for 
April 1917-July 1918 of 9,790 mil- 


SPOT BROADCASTING 
permits spot budgeting 
to fit each market's volume! 


—\\ & COMPANY 


— NATIONAL STATION 


PRESENTATIVES |’ 
Cees . ew rose att 1OV tam Feamenco ives 


lion. Annual expenditure rate 
climbed to 19 billion dollars in Oc- 
tober; it was 13 billion in July 1918. 
SPAB’s executive secretary 
present schedules call for 2%-bil-| “freeze order” 
lion-dollar monthly outlay by au-|of rayon yarns in full-fashioned 
tumn of 1942, but more than 3% | hosiery whether by itself or in com- | 
billion monthly is required to do| bination with other 
the job. 


sales. 
ait t% a 


says| the hosiery industry since the silk | 
toward efficient use 


fibers, says | 
Cotton for December. The mills re- 


* ¢ ¢& port, however, 


the theme, 
chief,” will appear in ten issues of|D. Meissner Advertising Agency, 
|Glamour, Harper’s Bazaar, 
that obtaining of | moiselle and Vogue. 

Results of a survey conducted by | adequate supplies of fine count cot- | 
“Boot and Shoe Recorder” indicate 
that for next spring and summer | welts for nylon goods is very dif- 
street wear men will prefer brogues | ficult if not impossible. 


range from one-sixth to two-thirds 
ton yarns such as are wanted for | of a page. 


Girl and Romance handkerchiefs, 
will be promoted throughout the 
year, in addition to novelties tied 
in with holidays. The nine-year- 
old company manufactures print, 
lace and chiffon handkerchiefs, dis- 
New York, Dec. 30.—J. H. Kim- | tributed nationally through depart- 


ball Company will launch its annual| ment and specialty stores. 
handkerchief campaign in maga- 
Great progress has been made in| zines in February with a budget of the account. 
| $20,000, 15 per cent larger than the 
1941 appropriation. 


Lester Harrison Associates directs 


Black and white copy playing up Agencies Merge 
“It’s a Kimball Ker- Driver & Co., Omaha, and Charles 


Made-| Milwaukee, have merged to form 
Insertions will Driver - Meissner and Associates, 
Inc. Offices will be maintained in 
both cities, and the agency’s Mil- 
waukee quarters will be moved to 
A variety of special lines, such as} ]arger space in the building it now 


the Flower of the Month, Career | occupies. 


SHELTON 


WHAT IS “LIFE BLOOD”? 


What is blood? Something good or something bad? Something to give a patient or something 
to take away from him? Is it not strange that today we give blood by transfusions for the 
cure of the very ailments for which for generations we took biood by “blood-letting”? 


HAT Is the life-blood of a tabloid? We thought we 

knew. But then our learned physicians for thousands 

of years thought they knew something about human 
life-blood. They let it when they should have transfused it. And 
tabloid editors, mistaking the nature of the life-blood of their papers, 
have been making a similar mistake. 

Unobservant students of journalism will tell you that a tabloid 
thrives on sensationalism, triviality, and bad taste. That a tabloid must 
pander to the appetites of the mob. That a tabloid reader is necessarily 
of a low order of intelligence. Once upon a time, the Mirror seemed 
to hold that belief. 

But five years ago, the Mirror rebelled against standard tabloid 
practice. It refused to believe that the things that were known to 
be bad in a full-sheet newspaper could possibly be good in a tabloid. 

What made a tabloid? What caused its tremendous circulation and 
power. Page size undoubtedly was one factor—the convenicnce of the 
small sheet. The pace and intimacy, fortunately made necessary by 
physical limitations, were undoubtedly others. And the tabloid’s in- 
telligent, vivid, and expressive use of pictures certainly contributed. 
These things the Mirror kept. They were not inconsistent with good 
journalism. 


Against that background, the Mirror printed a good newspaper— 


good by any standards, regardless of the size of the sheet. It got and 
printed all the news. It was the first New York paper (and is still 
the only New York morning paper) to subscribe to all three major 
news services—Associated Press, United Press, and International News 
Service. It engaged a large corps of special writers, experts in their 
fields. It became dignified, and scrupulously accurate. 


Then the rush started. Circulation grew by leaps and bounds—aver- 
age net paid is now 777,281 daily and 1,484,500 Sunday. 222,000 new 
purchasers have ni the Daily Mirror the second largest newspaper 
in New York, the third largest i in the United States—all without forc- 
ing or circulation drives or any artificial stimulants. Just because it is 
an extraordinarily good newspaper in the tabloid format. 


The strange part of it, however, is that while the people of New 
York have discovered the great change that has come over the Mirror, 
a great many advertisers and their agencies still regard it as just an- 
other tabloid. They formed their judgments years ago and have not 
taken the pains to revise them in accordance with the facts. If they 
were to read the Mirror daily, they would realize that it must draw 
its readership from the more alert, better informed, open-minded 
people who make the best possible adv ertising ¢ audience. They would 
know that the life-blood of the Mirror is not sensationalism, triviality, 
or bad taste—but news. 


The MIRROR-new york 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Starts Tractor Ad 


Series in the “Post” 

To the Editor: I thought you 
might be interested in the attached 
advertisement of the Allis-Chalmers 
tractor division which will appear 
in the Jan. 3 issue of The Saturday 
Evening Post. This is something 
new for the tractor division—going 
into a general circulation magazine. 
In the past its efforts have been 
confined largely to farm papers, 
business papers and radio, although 
it was in the Post briefly with single 
color copy in 1930. 

This is the first of a new four- 
color series and the theme, as you 
will note, is “Food and transporta- 
tion . . . our first line of defense.” 

Bert S. GITTINS, 

Bert S. Gittins, Advertising, 


Milwaukee, Wis. 
> V.F 
Spring-Air Protests 
Overzealous Selling 

To the Editor: It’s 
again. 

The other day we received a let- 
ter from a radio sales organization 
stating that a sales manager for a 
Spring-Air mattress territory had 
made his mind up to use a certain 
radio station. Because this did not 
square with the territory manager’s 
own statements of a previous date, 
we immediately wrote him. His 
reply came in this morning, in 
which he says, “We can’t understand 
how they got the information that 
we wanted to use this station. The 
absolute reverse is true and if any 
radio advertising is done in our ter- 
ritory, it will be done over” and 
then he names another station. 

He goes on to say: “This kind of 
thing burns me up. Where do they 
get that way to try to put the pres- 
sure on you to use this station when 
I never expressed a preference for 
it. These are their usual tactics and 
I wish you would tell them to please 
find out what they are talking about 
before they write you a letter like 
that.” 

We have had this happen time 
and again and it almost seems as 
though if a territory man says he 
has heard a radio station or even 
read a newspaper there is a ten- 
dency to immediately say he is 150 
per cent for using that as an adver- 
tising medium and it creates a lot 
of confusion and back checking. 

It isn’t possible to sell a program 
in a given newspaper or over a 
given radio station on the first call 
or on every call, and yet it seems 
to be the practice in many cases to 
put in flamboyant reports that have 
little or no truth in them in an 
attempt to bring pressure to have 
campaigns shifted to or from given 
media or stations. 

I don’t know how general this is, 
but we have had it happen dozens 
of times, and it’s not only annoying, 
but it very definitely prejudices us 
against the medium that is involved 
in the false report. 

I think this is a situation that 
could be given some consideration. 

Rosert K. MASON, 

Spring-Air Company, Holland, 

Mich. 


happened 


, VF 
Trimming Paper Waste 

To the Editor: It is no secret that 
the print paper supply may not be 

equal to the 1942 demand, while| 
Kraft papers and writing papers are 
already scarce. 

Practically every advertising 
manager and agency man receives 
a lot of promotion matter and some 
publications which cannot possibly 
be of any value to either him or the 
sender. I am in no sense condemn- 
ing either direct mail promotion or 
the quality of it. Rather, I am 
referring to the waste caused by 
names being duplicated inadver- 
tently on lists, and cases where a 
number of individuals or depart- 
ments in one company are on a list 
and the mailings all end at one 
desk. I also refer to some mailings 
sent out with good intent but of no 
interest whatsoever to the recipient. 


SPREADING ITS STORY 


4 ei nv 


stronger eagles will fly 


_* 


This four-color ad, first of a series, marks 


duce our copy theme, the San Fran- 
cisco Chronicle of 25 years ago is 
read carefully for important news 
announcements. It so happened 
that on Dec. 8, 1916, the Chronicle’s| 
principal headline was “Lloyd 
George Accepts British Premier- 


NEWS-AD TIE-UP 
EXTRA! 


WAR! 


os San Francisco 2Gheonicte ET” 


JAPAN ATTACKS U cst 


waii and Manila Bombed; 


ship,” so that the advertising col- 


position ever achieved by an adver- 
tisement. 


AGE would be interested in a repro- 
duction of the entire front page. 
O. A. KINGSBURY, 
Secretary, Donahue & Coe, Inc., 
New York. 


The Welcome Mat 


for All Salesmen 


To the Editor: We think you will 
be interested in the attached “Wel- 


the first use of a national magazine— 
The Saturday Evening Post—by Allis- 
Chalmers Mfg. Co.'s tractor division 
since the days of 1930. Past efforts of 
the division have been confined largely 
to farm and business papers and radio. 
Bert S. Gittins, Advertising, is the 
agency. 


Most of us 
consigning such superfluous stuff to} 
the wastebasket, but under present | 
conditions I suggest that it would| 
be an excellent idea for all of us| 
to use a few penny post cards and 
help eliminate this waste. 

CHARLES E. SWEET, 


Advertising Manager, Capper 
Publications, Inc., Topeka, 
Kans. 

. a A 


Dennison Rushes 
Wartime Stickers 


To the Editor: 
Jap bombs crashed 
territory Dec. 7, America sprang 
to the counter at- 
tack with a new 
battle cry, “Re- 
member Pearl 
Harbor!” Speed, 
more than ever, 
| became the order 
of the day on the 
thousands 
American 
fronts. 

One small illustration of this, on 
the morale front, was the quickness 
with which the Dennison Mfg. 
Company acted to fill the demand 
for seals and stickers which Ameri- 
cans love to use to declare their 
| unity of purpose in any good cause. 
Shortly after those bombs fell, the 
“Pearl Harbor” stickers were an- 
nounced and samples sent out. 
Now shipments to retailers all over 
the country are under way. 

Two sizes of these stickers are 
available. The larger is offered 
with gumming on the printed side, 
for use on car and home windows, 


home 


show cases, store doors, display 
| windows, and other transparent 
surfaces. A similarly sized sticker 


is available with gumming on the 

| back for use on opaque surfaces. 
| The smaller seal is convenient for | 

| use on personal letters, envelopes, | 

| programs, bill heads, and business | 
papers of all kinds. 

| E. C. POMRANKA, 

| Advertising Department, Den- 

nison Mfg. Company, Framing- 

ham, Mass. 

| , A 


|Matching Headlines 


To the Editor: I am sending you 
the Dec. 8 issue of the San Fran- 
cisco Chronicle about which I spoke 
to you. 

I’m not sure of my type sizes 
when they get as large as that 
which was used for the word 
“WAR,” but I would guess it is 
close to 360 points. 

The whole page seems to me to 
represent a very interesting angle 
on war news and advertising. As 
I explained to you, General Cigar 
Company buys this first page posi- 


pearing each Monday. To supply 
the news headlines used to intro- 


simply have been) 


When undeclared | 
on American | 


of | 


tion 52 weeks a year—the ad ap-| 


accompanying slip. 

Mailed to a selected list of our 
|customers and prospects only a 
| week ago, it is meeting with really 
enthusiastic response. “Thank you” 
| letters and requests for additional 
copies are coming in every day, in 
volume far beyond our fondest 
hopes. 

From our standpoint this mailing 
is proving not only a good adver- 
tisement for John P. Smith Com- 
pany, but, more important from 
your point of view, is proving also 
that buyers everywhere appreciate 
the importance of the modern sales- 


cor Mr. Salesman” card with its 


the Golden Rule in their business 
relations with him. 
RALPH ALLEN, 
| John P. Smith Co., Rochester, 
mm  ? 

[Editor’s Note: An explanatory 
slip declares that the Smith card 
wasn’t original with the Rochester | 
printing company, but was picked up 
by a salesman who called on the Em- | 


mission to reprint it. 
courteous treatment because 


are making their calls every day, 


| seeking interviews and business just 
as you are.” The card asks: “Can 
you tell us something new 

something we should know ... or 


show us how your goods or services 
can help us do a better job?” 
as a parting note — whether there’s 
been a sale or not—the Smith card 
adds, “Thank you for coming to 
see us.” ] 

7+. FF F 


Right Timing Marks 
“Monsanto News” 

To the Editor: Attached is a copy 
of the current issue of “Monsanto 
News,” a monthly publication sent 
to all employes of Monsanto Chem- | 
ical Company in the United States. | 

The reason for sending it to you 
is the belief that you will be in-| 
terested because of the excellent 
timing of the issue. It was received 


| 


by all employes coast-to-coast in| 


the f-st mail Monday, Dec. 8, the 
morning following the attack by 
Japan upon the United States pee 
sessions. 

| Please note the cover, the edi-| 
| torial page and the cartoon. 


| 
| 


| issue was published in the tempo) 
| of a daily newspaper by Monsanto’s | 


regular publications staff, at the in- 
stigation of James W. Irwin, assist- 
ant to the president of the company. 
He is a former metropolitan daily 
newspaper editor, and now is in 
charge of Monsanto’s labor rela- 
tions, advertising and promotion 
and allied activities. 

We believe it is a demonstration 
of fast-moving industrial journal- 
ism, a type of journalism which is 
| becoming more and more important 
in manufacturing operations today. 

S. M. BALLARD, 

| Copy Director, Gardner Adver- 
| tising Company, St. Louis. 
{Editor’s Note: The cover of 
| “Monsanto News” for December 


umn had a news tie-up as well as| 
the benefit of probably the best| 


Because of all these factors, I| 
think the readers of ADVERTISING | 


man and the wisdom of applying | 


similar message there, and got per-| 


Salesmen are promised prompt, 
‘we 
are mindful that our own salesmen | 


And, | 


The | 


mE Chute Troops Off Honolulu! 


Circumstances worked out well when the 
copywriter for the Robt. Burns Panatela 
single column ad at extreme left dipped 
into headlines of a quarter century ago 
and came up with "Lloyd George Ac- 
cepts British Premiership. The copy 
ran alongside the sensational news that 
Hawaii and Manila were under attack. 


carries a reminder that employes 
shouldn't forget the boys in service, 
and its editorial urges the workers 
to send a Christmas card, box of 
candy—or even just a short note— 
to “Monsanto men serving in some 
branch of Uncle Sam’s military 
forces.” The cartoon shows an air- 
minded Santa power diving over a 
camp with a plane load of gifts, 
with the caption “Remember It’s 
Christmas at Camp, Too.”’] 


, F 


‘Credit Adam Hats 

To the Editor: One of our good 
clients who is really the first spon- 
| ese of sports televising was con- 


| cerned about your picture in the! 


Dec. 1 issue of ADVERTISING AGE, 
showing the Atlantic Refining Com- 
pany’s marionette commercial tele- 
vised in conjunction with the Penn- 
| sylvania football games. 

For the records, 


ean 
—_,, 


sports televising was done by the 
Adam Hat Stores, Inc., on July 22, 
1941 when they sponsored the Bur. 
man-Bettina fight in the series of 
sponsored boxing bouts at Ebbets 


| Field in the New York area. 


In previous issues of ADVERTISING 
AGE you gave Adam Hats credit for 
this. 

NoraN E. KErstTA, 


National Broadcasting Com- 
pany, New York. 
a 2 
Apaco’s “Chatter Box” 
Makes Its Bow 


To the Editor: We are enclosing 
the first issue of our new monthly 
house organ, “The APACO Chatter 
Box.” 

As you will notice, it is printed 
and cut to give the appearance of 
an actual box. Box making being 
our business, the name “Chatter 
Box” and the magazine being in 
the shape of a box, all tie in to~ 
gether. 

TomM SANDERS, 


Editor, APACO Chatter Box, 
Atlanta Paper Company, At- 
| lanta, Ga. 
| [Editor’s Note: In _ its initial 


Thanksgiving issue of 24 pages, the 
Chatter Box announces that it 
hopes, by circulating chiefly among 
employes and friends of the com- 
pany, to “offer that intimate contact 
between all departments and indi- 
viduals which educates, inspires 
and promotes industrial peace, mu- 
tual understanding and _ business 
harmony.” It points out that a 


the first com-| 
mercially sponsored program of) 
pire State Wine Company, read a} 


recent survey showed more than 
200 different kinds of industries 
employing house organs. ] 


. F 


What About “Dopes?” 


To the Editor: Your article on 
the Coca-Cola Company accepting 
the slang term of “coke” has been 
read with interest. 

Throughout the South Coca-Colas 
are known as and are most fre- 
quently called “dopes.” It is my 
impression that the company looks 
on this nickname with distaste. 

Scott NIxon, 

Southern Finance Corporation, 

Augusta, Ga. 
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| SAN ‘DIEGO 


CONTINUES so 
consistently as the 


nation’s BIG WHITE SPOT 
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| WITH 3.7% of California's population 
- SAN DIEGO 
Defense contracts 


has 27% of the State's 


Put your dollars in the 
one best medium 


to reach this BIG, RICH 
San Diego Market 


Call our representatives today for latest 
ABC report and market information. 


Represented nationally 
New York - Chicago Detroit - Cleveland St. 
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Boss's Son Starts 
Bofany Ties on 
Upward Spiral 


Merchandising Idea 
Which’ Clicked Grows 
Into $4,000,000 Business 


By JUDITH CORTADA 


(Picture on Page 27) 

New York, Dec. 30.—The necktie 
which the boss’s son at Botany | 
Worsted Mills laid on his father’s 
desk one day eight years ago should | 
rank high in the history of bright} 
ideas. 

From that first tie, conceived by|¢ 
Charles F. H. Johnson, Jr., son of | 
the mill’s president, has blossomed | 
the Botany products division which | 
today rings up a yearly wholesale 
volume of $4,000,000. Indicative of | 
the division’s growth is the steadily | 
rising curve of advertising expen- | 


ditures from $6,000 the first year to| More than 150 garments were en-| 


$100,000 in 1941, with an increase | 
of at least 15 per cent scheduled for | 
the first six months of 1942. 

Young Johnson, now a vice-presi- 
dent and head of the products divi-| 
sion, became a Botany employe in| 
1933 when the 50-year-old concern 
was still expending all its efforts 
in the manufacture of woolen mate- 
rials fur manufacturers. His first 
reaction was that the mill offered no 
opportunity for constructive effort, 
but Col. Johnson refused to accept 
his resignation. The necktie made 
of a Botany woolen was the result 
of a search for some outlet for the 
son’s creative energy. 


Sales Gain Steadily | 


Given the go-ahead signal, Mr. | 
Johnson built up the products di-| 
vision which today accounts for| 
about one-seventh of Botany’s total | 
volume of $30,000,000. Botany ties| 
alone are responsible for a $2,500,-| 
000 wholesale volume and are the 
most widely distributed and heavily 
advertised of all products in the di- 


vision. More than 3,000,000 were | 
sold in 1941. 
In 1937, Mr. Johnson introduced 


men’s robes and sportswear made of 
Botany fabrics, and also entered the | 
women’s field with knitting yarns | 
and piece goods, and Botany certified | 
fabrics for home sewing. Cosmetics 
made of lanolin, a wool by-product | 
which the mill sells in bulk to 
chemists, were added only last year. | 

From the beginning, when adver-_ 
tising was limited to business papers | 
and point-of-sale, promotion of Bot- | 
any ties has stressed their wrinkle- 
proof quality. Consumer magazine 
advertising was instituted after the 
first two years while distribution 
was under way and another forward 
step was made in 1939 when Botany 
began using color for magazine copy 
to give a better picture of the 
ties, 

In addition, brochures and book- 


Where But 


USYR 


SYRACUSE 


can YOU GET 
COMPLETE 
PROGRAM BUILDING 
FACILITIES ? 


POET 


Bact 
. 


lets are issued through dealers and 
by direct mail. For the standard 
line of Scotch tartans, Mr. Johnson 
compiled an index of clans and 
families with their tartans and 
background information, in addition 
to illustrations of the line. The Bot- 
any AstroChrom line, based on 
lucky colors for persons born in the 
different months, gives arithmo- 
logical readings. 

A unigue promotion was begun 
last October when Botany launched 
the first sponsored weather fore- 
casts in a television program over 
NBC’s Station WNBT. The lamb 
which plays the featured role in the 
presentation has been trade-marked 
and will be used in the promotion 
of other Botany products. 

Emphasized in the advertising 
of Botany No-Dye-Lot knitting 
yarns is the fact that the consumer 


| will have no difficulty in matching 


color after a first purchase. Exact 
reproduction of color is made pos- 
sible by the top-dying process. For 
this product, Botany has established 


|a Model-of-the-Month Club, whose 


4,000 members receive exclusive de- 
signs for knitted articles 
change for annual dues of 50 cents. | 


tered in a recent contest sponsored 
by the club. 
Promotion of the Botany name in 


in ex- } 


connection with the products divi- 
sion has reacted to the advantage of 
manufacturers of men’s and wo- 
men’s wear made of Botany fabrics 
and consequently has boosted the 
volume of the entire business. 

In the products division, aside 
from lanolin cosmetics for which 
plans have not yet been made, Bot- 


zines in the first six months of 1942: 
Collier’s, Esquire, Ladies’ Home| 
Journal, Life, McCall’ $s _and Wo-| 


to the Christian Science Monitor. 
McCall’s Needlework Book is also} 
used for the yarns and McCall’s| 
Book for the fabrics. 

vertising of the products division. 


Changes Firm Name 
Gummerson & Co., Pittsburgh | 


agency, has been renamed Steedle | 


& Copeland, in order to embrace the | 
names of the two principal stock- 
holders in the company, Leo A. 
Steedle, president, and L. T. Cope- 
land, treasurer. 


To Campbell-Mithun 

Minnesota State Tourist Bureau, 
St. Paul, has named Campbell- 
Mithun, Minneapolis agency, to 
direct its advertising. 


| papers 
any will use the following maga-| Ryle Mfg. Company will urge hard- 


| Master line. 


| will 
Fashion Book and Vogue eens higher profits to be gained by sell- 


| in 
Alfred J. Silberstein directs ad-| be M. deliveries, 


| the threat of government regulation, 
| and cooperation with the war effort 


Hardware Dealers 
to Get Special 
Sales Appeal 


New York, Dec. 30.—In a special 
message to appear in_ business 
throughout 1942, Master 


ware dealers to cut down on their) 
stocks of wood and steel tape rules | 
and limit their sales efforts to 
approximately one-third of the 
The appeal for standardization 
be based on four factors: 
only fast-moving numbers, 
elimination of 


by cutting out non-essentials that | 
consume strategic metals. 


Number Pro-Rated 


Under the “Master Simplification 
Plan,” as explained in the copy, 
small stores will carry four, me-| 
dium-size stores six, and large} 
stores all 12, of 12 “fast-moving” 
Master rules. 

Full-page copy will appear in | 
January issues, with the size of | 
subsequent insertions depending on | 
dealer reaction. On the schedule | 


are Hardware Age, Hardware Re- 
tailer and Hardware World. O. S. 
Tyson & Co. is the agency. 


Names James McGuire 


James McGuire, formerly adver- 
tising manager of the California 
Almond Growers Exchange, has 
joined Pacific Rural Press, San 


| Francisco, as assistant advertising 


| manager. He replaces Milton Burn- 
ham, who recently joined the San 
Francisco office of Batten, Barton, 
Durstine & Osborn. 


CALIFORNIA 


IRISH POTATOES ... 
Ist in early varieties. 1st in 
production per acre. 4th in 
total production. Average 


— 400% more per farm. 
8. Census 1940 & Federal 
State Marketing Service.) 
California’s potatoe growers aver- 
aged 7000 bushels in 1940. Half 
the crop is dug in April and May, 
half in September and October. 
This means steady income — 
steady demand for fertilizers, pest 
controls and equipment. 
Pacific Rural Press, California's 
oldest and largest farm paper, 
reaches most field crop growers— 
gives most accurate market and 
cultural information — most in- 
tensive coverage — car more 
fertilizer, pest control and equip- 
ment linage. 
To reach the high purchasing 
power of California’s $210,000,000 
worth of field crops, use the 
Pacific Rural Press. 


Rainbow Around Its Shoulder 


The Market with the 
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MORE LIGHT ON ROPER’S FINDINGS 


When you have 10% hours to do the selling job. 


——_ 


the most stubborn indifference gives way. 


AONTH 


color medium in selling goc 


This lengthy as well as repetitive contact with 
customers explains the success of this low cost 


xds and services in the 


New York market—richest of all. 


Roper’s survey of subway riders shows that 


5.638.800 individuals ride the subways in a month. 
gives the average length of a subway trip as 23.26 
minutes. The average individual takes 26.5 trips a 
month, so 10% hours is the average monthly expo- 


sure to subway advertising. 


ride. 
tisers and agencies. 


You'll want to review all of Roper’s detailed study 
of subway riders—who they are and how much they 
An illustrated brochure is available to adver- 


Use the Subways — Your Customers Do 


NEW YORK SUBWAYS ADVERTISING CO., IN’ 


630 Fifth Avenue, New York City 
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Optinion Reflected 


ae 
by Business Editors | 
tune with the spirit of the hour; | 


' 
War s Probable Effect that they are equipped to render the| 


on Advertising Told in most valuable kind of service to the| 
| d S |nation in wartime. The business | 
n ustry urvey is eager to have its contribution to| 
a | the war economy be known and our 

Chicago, Dec. 31.—Additional re-| prediction is that there will be no 
plies to the request of ADVERTISING | curtailment and possibly there may 
AcE for up-to-the-minute views 0n| pe substantially greater use of con-| 
the immediate and entire 1942 out-| sumer advertising on the part of 
look in various industries are pre-| jnsyrance companies. 


| 
sented herewith by editors of busi-| The life insurance companies are 
ness papers. 


; |emphasizing the fact that every 

The summary (begun in ADVER-| dollar that pays for life insurance | 
TISING AGE Dec. 22) was called for! protection today is a dollar less for | 
by the war emergency which sud-! consumer demand for articles whose | 
denly raised new problems in| production and distribution com-. 
almost all industrial fields, affecting | petes with the war effort. More-| 
both merchandising and advertising. | 5yer, most of the life insurance dol- | 
It includes the following comments | jars will be used to finance the 
by editors in 
fields: 


| 
widely divergent) government, through investment in| 
| government bonds. Thus the life 

| insurance companies have a defi- | 

nite advertising theme in_ these} 

days of war and we believe that} 

|they will be prominent wartime} 
| advertisers. 


Insurance 


By LEVERING CARTWRIGHT 
Editor, National Underwriter | So far as property insurance is| 
Insurance companies feel that} concerned, the companies are con- 
their operations are very closely in! scious of the service that they are} 


4.color advertising will be accepted by PARADE 
beginning with the January 25th issue. 

This is an announcement we are particularly glad to 
make, for it comes in direct response to demand from 
PARADE’S advertisers. 

Since July, 1941 PARADE has grown to an A. B. C. circu- 
lation of 1,500,000 in the leading newspapers of 13 first 
market cities. Negotiations are now going on with numer- 
ous others, practically assuring a substantial bonus beyond 
the circulation of 2,000,000 guaran- 
teed by the following 4-color rates: 


Back Cover . . . . «. $5,000.00 
Inside Full Page . « « 4,600.00 
Inside Half Page . . . 2,375.00 


It will pay you to join the PARADE to 
greater sales. 


PARADE PUBLICATION, INC. 
405 Lexington Avenue, New York 


| 
| 
| 
| 
- the nation, but in its present | 
| 


| 
| Possibly baseball, football, basket- | 
| 
| 


rendering particularly in the way of | 
preventing accidents, fires, and ex- 
plosions and being on the lookout 
for sabotage. Every accident and 
every fire that is prevented is a 
definite contribution to the war 
effort and the fire and casualty 
companies and their agents desire 
to have the public recognize the 
expert work that is being done in 
this direction. Hence the fire and 
casualty insurance companies are 
likely also to be prominent wartime 
advertisers. There is no shortage 
of insurance, the companies are 
abundantly supplied with surplus so 
that they can very greatly add to 
their liabilities; they have no pack- 
aging problems and although a 
great many of the insurance sales- 
men are being taken into the! 
armed services it will still be easy,| 
for quite some time, to buy insur-| 
ance. 


Sporting Goods 


By AMES A. CASTLE 
Editor, Sports Age 


While the future of any industry | 
is in a general sense unpredictable, | 
we of Sports Age anticipate these | 
experiences for our industry—that | 
of producing sports - equipment — | 
during 1942: | 

Curtailment of production: This is | 


| expected in branches of our indus-| 
try 


that require critical defense | 
raw materials, and may be expected | 
to include to greater or lesser ex- 
tent fishing reels, fishing rods of 
metal, golf club shafts of metal, ice | 
skates and metal camp goods. Silk| 
fishing lines have been replaced by | 
nylon and. plastics. 


Government Attitude Important 


| 
them depends on how acutely they | 
are aware of the critical need for 
retaining trade and consumer con- 
fidence to tide them over this period. 

Tennis balls: There seems, here 
also, to be sufficient stocks to get 
through 1942. The problem of find- 
ing a substitute for rubber in tennis 
balls may be considerably more 
difficult than that of using a rubber 
substitute in golf balls. 

General: The industry persists 
in the perhaps not too optimistic 
belief that the government will not 
permit sports activities so important 
to the building of national health 
and morale to be abandoned, par- 
ticularly when the quantity of 
rubber needed for this purpose is 
comparatively unimportant. The 
athletic goods industry, including 
golf, tennis, baseball, football, bas- 
ketball and similar sports equip- 
ment, consumes about 100 tons of 
crude rubber, as compared with 
normal imports of 600,000 tons. A 


| similar view prevails in respect to 
| other sports, such as fishing and 


hunting, where the active following 


| is greater and where rubber is not 


so important as are such metals as 
nickel and brass. 


Underwear and Hosiery 


By BERTRAM LEBHAR 


Editor, The Underwear & Hosiery 
Review 


Although acutely conscious of the 
fact that they are confronted with 
unprecedented problems, exceeding 
by far those of the last world war, 
the hosiery, underwear and knit 
goods industries, which comprise 


ee 
——— Eee 


effects on the business of the future, 
Indications are that most of the 
usual exhibitors will take space for 
that purpose. 

(2) An editorial survey jug 
made by The Underwear & Hosi 
Review among the branded ling 
manufacturers of hosiery ang 
underwear, has brought forth syb. 
stantial evidence that the majority 
of manufacturers are planning to 
increase their promotional activities 
in 1942. This despite the fact that 
shortages of yarns and _ fabrics 
threaten them with acute problems 
of production. 

The general attitude taken by the 
manufacturers of branded merchan.- 
dise in our field is that, with the 
new materials that will go into 
hosiery and underwear, as substi. 
tutes for silk and other fibers no 
longer available, it is necessary for 
them to build prestige for their 
brands anew, inasmuch as they can- 
not take it for granted that the 
consumer will be influenced by the 
past reputation of those brands, 
built on substantially different mer. 
chandise. 

The manufacturers of unbranded 
merchandise are aiming their pro- 
motional policies to meet the con- 
dition that increased consumer pur- 
chasing power will establish an 
unprecedented civilian demand for 
wearing apparel, particularly in the 
lower and medium price brackets, 


Packaging Hit Hard 
Regarding the packaging situa- 
tion, the OPM restriction of the use 
of cellophane caught our manufac- 
turers just as they were preparing 
striking new designs for boxes and 
envelopes for their spring lines, 


the field of The Underwear & Hosi- 


However, in their responses to our 


| ery Review, are making their plans | questionnaire, most of the manv- 
| for 1942 in a manner which reflects | facturers indicated that they are re- 


Expected expansion in produc-| a high degree of enterprise and far-| sourcefully preparing to find satis- 


tion: Government attitude has not} 
yet fully crystallized on the matter | 


sightedness. 
Here are two graphic instances 


| factory substitutes. 
| Our own advertising volume pros- 


of just how important sports are to| which illustrate the high morale of | pects for 1942 appear decidedly en- 


the physical well-being and morale | 


stage it is favorable. We anticipate | 
and are hopeful of a definite, broad | 
and active understanding being| 
reached. If and when that occurs, | 
sports that are considered important | 
in and most readily adaptable to| 
morale effort likely will require} 
much greater production of supplies | 
than they have required in the past. | 
What those sports will be, beyond | 


ball and boxing, it is impossible now | 
to say. Probably decision to a 
great extent will rest on how easily 
the equipmert for those sports may 
be made and the amount of critical 
materials it involves. The job of 
physically and mentally condition- 
ing our people for war extends, of 
course, beyond the military estab- 
| lishment and includes recreation 


the leading factors in our field: 

(1) 
the hosiery and underwear indus- 
tries have definitely decided to hold 
the usual annual “Knitting Arts Ex- 
hibition” this year. It will be held 
at the Convention Hall, Atlantic 
City, N. J., next April. 

This is an exhibition of machin- 
ery and supplies used by hosiery 
and underwear manufacturers. In 
view of the fact that deliveries of 
equipment and supplies for the knit- 
ting industries have been drastically 
curtailed by priorities and govern- 
ment orders, the question of 
whether the event should be held 
in 1942 was seriously debated. 
Eventually it was decided that, 
even though there was small pros- 
pect of 
booked on the exhibition floor, it 
would be worth while to hold the 


| for defense workers, school chil-|! 
dren, and the general population. 
Changes in distribution, packag- 


| ing, etc.: There have already been | 
some packaging | 


| substitutions in 
| materials, but these have been in- 
consequential. We do not antici- 
pate any basic changes in procedure 
of distribution. Manufacturers first 
| affected by priorities, or those 
| whose production has been almost 
| wholly taken over by defense effort, 
| have reduced all advertising beyond 


| letters. 


The announcement by Leon Hen- | 


derson that no further rubber will 
be released for sports equipment 
| finds our industry 
position: 
Golf balls: 
be sufficient stocks on hand and in 
manufacture to _ possibly 
through the year 1942, with careful 
rationing and the cooperation of 
players in conserving their equip- 
ment. Experiments toward a sub- 


stitute for rubber for use here have | 


proceeded for two years, and are 
yet unproductive. It is my 
opinion, unsupported by any an- 
nouncement from the factories, that 
in 
some substitute might be found, but 
that the ball thus produced may 


as 


differ so greatly in playing charac- | 
teristics from the rubber ball that | 


corresponding changes may be re- 
quired in the game’s rules. Whether 
the factories will greatly 
their promotional advertising in the 
face of the situation confronting 


trade media and occasional circular | 


in about this | 
There is believed to | 


skimp | 


an extremely critical situation | 


reduce | 


show, as usual, for its goodwill 


The national associations of | 


immediate business being | 


|couraging at this date, and_ that, 
| after all, is about as strong an in- 
dication as might be found of the 
attitude of our field as regards the 
unusual and difficult conditions cre- 
ated by the war economy. 


Jewelry 


By FRED V. COLE 
Editor, Jewelers’ Circular-Keystone 


The jewelry industry, so far as 
can be predicted at the present 


PHOTOS #2 53¢ 


In lots of 100. Send photo or negative. 50 at 
$3.50. 25 at $2.25. Photo postcards 1'%c-1,00 
| Enlargements Now at Strikingly Low Prices 

| 30° x 40°—$1.75 ea. 40° x 60"—$3.50 e. 
| Mounted or Unmounted 

| COMMERCIAL PHOTO, 416 W. 45, New York City 
Serving accounts im states 
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=| PRODUCT INFORMATION IS 
» .| MORE VITAL NOW THAN EVER 


= product before 


tries .. . when 


=r $79 to $85 a month to place a 
factual advertisement for your 


000 active plant operating men 
in the larger plants in all indus- 


now look for their current oper- 
ating requirements. Det ails? 


Write for “The IEN PLAN.” 


INDUSTRIAL EQUIPMENT NEWS 
Thomas Publishing Co., 461 8th Ave., New York, N. Y. 
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. ime, is likely to be less affected Bayer Company continued its oper- ] 
e — most by the actual entry of DIMES FOR DEFENSE Attacks German ations unhampered. a 
r the United States into the war. This = An indication of the effort being : . ° 
is not because the jewelry field is Drug Control in put behind the new entry in the|hew product; iilmonize, which 
t jn a world apart but because it had L ti A : Latin American aspirin field may | makes possible lamination of paper 
; already undergone -_ _ a large atin merica be gained from a recent survey| without heat or added adhesive 
extent adjusted itself to the impact which showed that Germany con-| agents in the process of lamination. 
d of the war, weeks or months before |’ , yd York, Dec. 30.— The open- trolled 75 per cent of the Latin |A filmonizing machine has been 
- the Japanese attack on Dec. 7. ing barrage in a new economic war | a nerican drug business, while the developed for use with the product 
y As long ago as the summer of en oe control of the | United States had only 20 per cent, | Which makes possible the use of the 
'o 1940, the jewelry trade in the ray merican drug trade has | with the remaining five per cont | aes by a ie oe ee flat 
4 United States found itself cut off een fired by Sterling Products, | divided between Great Britain, | °F TO! stock may be laminated, and 
at : > le ‘ with the launching of an exten-| the finished product has a bright 
from its principal sources of dia- ie olmastie dri i. iene Italy, Japan and others. The Ger- | ang durable surface, actually a part 
& monds and various other gems oe ween Gee me €xiCO | man organization is strongly forti- | of the stock itself. Executive offices 
ns whose cutting has always been con- for Mejoral Sagneen compound. The | fied with large stocks of drug sup- | of the company are in Chicago. 
centrated in Continental Europe. campaign will be extended shortly | pjies on hand. —_—_ 
ne Shipments of watches from Switzer- to other Central and South Amer- — ‘'WBOC to Mutual 
n- land have been impeded by war ican countries through Sterling’s Five Stations Up Power : , 
he conditions for many months, Ameri- subsidiaries, Sydney Ross Company : Station WBOC, Salisbury, Md., 
to can watch factories whose equip- and Sterling Products International. The following National Broad- | has joined the Mutual Broadcasting 
ti. ‘ : _| ADIME- =SYMBOL OF AMERICA Radio, newspapers, magazines, pos- | casting Company Red outlets have | System, raising the total of MBS 
ment and skilled workers are espe ‘ fil ; \inereased night power to 5,000| network affiliates to 193 
a! cially suited to the production of ers and films will be used. _| watts: WJAR, Providence; KGW, aii 
wd certain kinds of precision equip- Although Sterling's plans call for | Portland, Ore.; and WWJ, Detroit. . 
= ment for military use have already promotion of its entire line of drugs Station WTAG, Worcester, will start KGKO Raises Power 
n- been largely given over to this type . = — _ | and pharmaceutical supplies, the | operating with night power of 5,000; Station KGKO, Ft. Worth, NBC © 
he of work, and priorities and alloca-| Sears, Roebuck & Co. went all out for | introduction of Mejoral aspirin is of | watts on New Year's Day, and| Blue outlet, will increase its night 
he tions shutting off copper, brass and dahon with this full-page ad in the special interest since it is designed |WTMA, Charleston, expects to in-| power from 1,000 watts to 5,000 
ds, similar critical metals from such| Dec. 20 Houston Post with copyrighted | to combat the Bayer tradename in | augurate day and night power of | watts, effective Jan. 1. 
Ts fields as jewelry have been in effect | copy in three colors which used a human Latin America, where German- | 1,000 watts on Feb. 1. 
for a considerable time. interest angle to tell the story of what dominated Bayer is intrenched. ——— 
led Manufacturers, in spite of all dif-| @ dime will do for defense. The Sears | Sterling Products still controls the Heads Packaging Group The patented Galv - Weld 
‘0 ficulties, have carried on with sub-| "®* *PPeers only in small script at the | Bayer name in the United States ; frame construction prevents 
’ . , bottom. : : : : Joel Y. Lund, vice-president of s 
m= i , : but its connections with the Nazi : rust and vibration. 
stantial advertising campaigns, and , Lambert Pharmacal Company, St. 
= since the problems facing them in company were terminated last Sep- Louis, has been elected president of 
= 1942 are not likely to be much more Circulation of 21 tember by means of a Department | the Packaging Institute, New York. 
~ severe than those which they have : Justice = —_—. a He epee aged Pe en ng by A 
e already undertaken, it is probable 1 ; merican-owne an controlle andar rands, who died recently. SIGN CO. LIMA, OHIO 
. that the industry will continue ac- Magazines Gains 
tive merchandising efforts during 5.5 Per Cent 
1a- the coming year. 
= | New ‘York, Dec. 30.—Net paid | 
ate circulation of 21 national magazines 
ing Notions |during the year ending June 30, 
und hay moyen sed 5.5 = cent ae 
the same period in , according 
aa By ARTHUR I. MELLIN to the 11th annual study issued this 
nue Editor, Notion and Novelty Review | week by the magazine committee of} 
re Merchandise managers and buy-| the Association of National Adver- 
tis- ers of notion departments in the| tisers. 
leading department stores through- Magazines are analyzed by four | 
-0S- out the country express the belief | 8"OUPS covering five women's maga-| 
en- that for at least the first quarter of| ines, six weeklies, five general | 
hat, 1942 their sales will continue apace monthlies and five additional pub-| 
in- with the closing months of 1941—a lications. Tabulations showing for 
the pace that showed sales increases in each publication the average yearly 
the motion departments ranging from 9 net paid circulations by  source,}| 
Te- in N. York 36 t single copy sales by channels and) 
per cent in New York to 36 per cent! . scription sales divided both as to| 
in Los Angeles over 1940. channels and inducements, consti- | 
While the industry is feeling the | tute the major part of the analysis. | 
effects of our government’s need for Included also are charts showing 
aluminum, brass, copper and silk,| the monthly circulation fluctuations 
acceptable substitutes are being de-! of each magazine for the 1941 
veloped and most manufacturers| period as compared with the 1940| 
tone report that they are in a position| period, in addition to four-color 
. as to take care of at least the normal| charts illustrating the tabulations. 
sent needs of department stores for the During the 1941 period, news- i 
an coming spring season. Prices tend | stand sales, accounting for more than Oem ours ad ad 
1 upward but increases are based on| one-third of the total net paid e 
~ the rise in productive costs. circulation, registered a 9.5 per cent 
2 All of the leading notion manu-/ 8@in, and subscription production It takes more than a mass of milling human- _he leaves his home and sets foot in a car, and 
50 st facturing firms are continuing their | increased 5 per cent in combination : P ; . ‘ , 
1,00 § 1942 advertising at least on the| Sales, 7.6 per cent in instalment ity to make a crowd of shoppers. It requires _it keeps on selling him until he reaches a 
fu same basis as 1941 and a few are| Sales and 107 per cent in “subscrip- street cars and busses, too! For these public _— point-of-purchase—a store located where 
planning larger expenditures to ac-| tions sold at less than basic rate. , . : . 
shed quaint customers with newly de-| Bonus circulation per average issue transit vehicles provide the transportation —_most stores are located, on a carline! 
— veloped products. ang “a gg yore thce Ange he. a for about 8 out of 10 of all those who go to Best of all, this thorough, effective, day- 
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was no change in the per copy price 
|or subscription rates during either 
| the 1941 or 1940 periods with the 
|}exception of a reduction in the 
| three-year subscription rate by one 
| of the publications. 


“Parents’ Magazine” New 


| The analysis covers 16 magazines 


make up such a crowd! 

No wonder, then, that National Transitads 
offer opportunity without parallel for any 
advertiser who wants to fix his sales message 
| in the mind of the masses! They give him a 
| chance to sell to the crowds at the very source 


and-night advertising is well within budget 
limitations of most any advertiser! 

THE AVERAGE COST OF NATIONAL 
TRANSITADVERTISING IS ABOUT 5c 
PER 1,000 CIRCULATION. 

For that incredibly low cost, advertisers 


| for a period of 12 years and five) 
| more recent publications since their | 
| initial issue. Parents’ Magazine was| 
not included in the 1940 study) 
which reported on 20 magazines. 
Magazines analyzed were: wo-)| 
men’s—Good Housekeeping, Ladies’ | 
Home Journal, McCall's, Parents’ 
Magazine and Woman’s Home Com- 
panion; weeklies—Collier’s, Liberty, 
Life, Newsweek, The Saturday Eve-| 
ning Post and Time; general month- | 
| lies — American Magazine, Cosmo-| 
| politan, National Geographic, Red- | 
| book and True Story; additional— | 
American Home, Better Homes & | 
Gardens, Esquire, Fortune and Look. | 
Copies of the report may be ob-| 
| tained at ANA headquarters, 330 W. | 


CHICAGO: 400 N. Michigan Ave. 


of crowd-formation—the street cars and 
busses. Yes, and to do so repeatedly, since 
every car rider spends an average of 20 
minutes surrounded by car cards—often two 
or three times within 24 hours! 


can buy 11 x 42-inch space, 11 x 28-inch 
space, or 11 x 14-inch space in every car, 
every other car, or every fourth car in any 
major market. 

Here’s the kind of flexible advertising that 
can help solve your problems! Let our staff 
of experienced experts show you how. Write, 
wire or phone your nearest National Trans- 
itads sales office today. 


PRINTING 


Remember, moreover, that this sales force 
exerts its tremendous pressure on the public 
at the exact moments when it can do the most 
good. It begins selling the rider shortly after 


AITHORN service is 
SP podiorvin — Ad- Setting, 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


* 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


Sales Offices in 32 Leading Cities from Coast to Coast 
Addresses in Standard Rate and Data Service 


“Charm” Names Two 


| James B. Edgar, formerly on the 
| advertising staff of Design for Liv- 
|ing, New York, has been appointed 
| Eastern manager of Your Charm, 
| New York. Thomas E. McCann, 
|formerly associate publisher of 
| Westchester & Long Island Real 
Estate Guild. New York, has joined 
Your Charm’s Eastern sales staff. 


NEW YORK: 10 East 40th St. 
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Standard Glass 
Containers, Other 


Economies Studied 


New York, Dec. 30.—With pack- 
ers of food and other products 
turning to glass containers because 
of the ban on strategic materials, 
the industry is considering the 
standardization of sizes and other 


steps to increase its productive 
capacity in 1942, the Glass Con- 
tainer Association revealed this 
week. 


Despite the fact that the record 
total of 68 million gross containers 
was turned out in 1941, the GCA 
points out that the industry was 
operating at only 85.6 per cent of 
its total rated capacity for the 
entire year. Improvements in oper- 
ating efficiency brought about a 30 
per cent boost in shipments in 1941 
and efforts will be continued along 
this line. 

In considering standardization of 
sizes, the GCA notes that more units 
may be produced by concentrating | 
on bottles for which there is suffi- | 
cient demand to _ require long} 
manufacturing runs. Average qual-| 
ity is bettered and no time is lost| 
by changing molds as in short runs. | 
Natural economic forces are also} 
contributing to the elimination of| 
odd and non-standard shapes since | 
simple designs cost less and run| 
through packing lines more eco-| 
nomically, according to the GCA. 

The industry is also studying the| 
possibility of boosting capacity by | 
concentrating on bottles and jars of | 
average sizes since the glass weight} 
per unit of packaged product is | 
increased by any broad shift to} 
containers of smaller sizes. Also | 
under consideration is the lighten-| 
ing of the average glass weight per | 
bottle and lengthening the working} 
year. All steps have been brought 
into play in 1941 in varying degrees 
and will be pushed still further. 

Among other factors which have 
contributed to the record produc-| 
tion of recent months are increased 
glass tonnage pulled per tank, 
higher machine speeds and the put- | 
ting into operation of idle tanks. | 

| 
| 


Chirurg Shifts Staff 
James Thomas Chirurg Company, 
Boston, has shifted its staff as fol- 


lows: S. P. Franchot, Prescott 
Winkley, copy department; Grant 
Logan, William Bresnahan, art de- 
partment; George Neice, traffic 
department; and Alfred  Grieb, 
production department. William 
Prosser has been named _ space 
buyer. 

Opens New Studio | 


Tony Venti, formerly with Victor | 
Keppler, has opened a photographic 
illustration studio at 250 E. 43rd 
street, New York. Associated with 
him are his brothers, Charles and | 
Edward Venti. 


FIRST 
IN ST.LOUIS. 


In national spot and 
local commercia.- 


quarter hour volume. 
ST. LOUIS 


KWK 


Mutual Broadcasting System 
Represented by Raymer 


> 


| 


_ Getting Personal 


George C. Dibert, media director at J-W-T, has returned from a 
brief honeymoon with the former Elinor Howell. They’re “at home” 
in Greenwich, Conn. . . Another citizen currently dividing his time 
between purely business and defense activities is Dave Phillips, a.m. 
of Philadelphia Transportation Company... 

S. Heagan Bayles, v.p. of R&R, has a new home, built for him in 
Flower Hill Estates, at Flower Hill, L. I. . . J. Ferd Oberwinder, v.p. 
of D’Arcy Advertising, is enjoying a winter vacation at The Tower in 
Miami Beach, Fla... 

From California comes word that Jim Brewer, of Brewer-Cantelmo, 
is going after the deep sea fishing prizes on the Pacific coast after 
setting an en- 
viable record on 
the Eastern 
Seaboard. . . G. 
Ray Schaeffer, 
Merchandise 
Mart, Chicago, 
was the subject 
the other day 
of the Chicago 
Sun column, 
“The Other 
Side of Fame.” 
A few days 
later, Homer J. 
Buckley, pres., 
Buckley, De- 
ment & Co. 
came in for at- 
tention from 
the same col- 
umn, among 
those char- 
acterizing him 
being Glenn 
Hammer, secre- 


“RADIO'S BIGGEST CHRISTMAS CARD 


Edward J. Noble, owner of WMCA, New York, gets a kick 
out of the six-foot Christmas card presented to him at the 
station's Christmas party. The card contained photos of all 


WMCA employes, facetiously captioned, including “Lord tary of the 
High Executioner” for Don Shaw, general manager; "Snow CRFAC... 
White" for Charles Stark, sales manager; “The Seven Bob Peb- 
Dwarfs" for seven salesmen, and ‘Sittin’ Bull" for one of worth, editor of 
the most persuasive announcers. 
Sears, Roebuck 
& Co.’s “Sears 


Graphic,” has been loaned to the Chicago office of the Red Cross for 
a couple of weeks to do publicity work. . . John Canning, publicity, 
Standard Oil of Indiana, went all out for novel effects in Christmas 
cards. This year “John and Kay” put their greetings on an Iowa 
“Canning” Company label. . . 

George Brodsky, of George Brodsky Advertising, Chicago, collabor- 
ated with Prof. F. L. Schuman, Williams College, by preparing and 
executing about 40 maps and chapter headings for a new book on 
world politics and dictatorships, “Design for Power,” which is planned 
for release Jan. 5 by A. A. Knopf, publisher. . . Arthur J. Gerlach, v.p.. 
Paulson-Gerlach & Associates, has been elected pres. of the Cos- 
mopolitan Club, Milwaukee. . . 

Chester Bowles, chmn. of the brd., Benton & Bowles, New York, 
beginning early this month, will devote his full time to being Con- 
necticut state rationing officer with offices at state defense hdars., 
Hartford, Conn. . . Francis M. Higgins, a.m., Four Wheel Drive Auto 
Co., Clintonville, Wis., has been named chairman of the emergency 
Red Cross war fund solicitation. . . 

Sidney M. Brooks, pres. and founder of the S. M. Brooks Advertis- 
ing Agency, Little Rock, has been appointed a director of the Little 
Rock branch of the Federal Reserve Bank of St. Louis for a three- 
year term. . . Francis S. Murphy, g.m., Hartford Times, has been 
named a member of the alien enemy hearing board for Connecticut. . . 

Thomas J. Frey, a.m., Times-Herald, Carroll, Ia., was married to 
Miss Helen Clure, also of Carroll, at Dakota City, Neb. . . 


CHRISTMAS CHEER 


James E. Stiles, publisher of the Nassau Review-Star, Rockville Centre, L. |., and 
Ben C. Duffy, vice-president, Batten, Barton, Durstine & Osborn, at third annual 
Christmas party given by Mr. Stiles at the New York Athletic Club Dec. 17. 


T. W. Cate, dir. of advertising for Western Air Lines, reveals that 
his company’s annual report for 1940 has received a national award 
from the American Inst. of Graphic Arts for outstanding excellence 
in design, typography and printing. .. Varley P. Young, for five years 
public relations director for Chevrolet with Campbell-Ewald and for 
10 years a reserve officer, has been recalled to active duty as captain 
in the air corps at Wright Field, Dayton, with the official title of chief 
of the recruitment, appointment and public relations unit, civilian 
personnel branch of the air service command. . . 

Richard Locke, junior producer of Russel M. Seeds Co., Chicago, 
has signed up for the air corps in the office and supply depot at Jef- 
ferson Barracks, St. Louis . Walter B. Jones, copy chief, Western 
Advertising Agency, Racine, Wis., lost a son, George Edwin Jones, 20, 
a sailor, in the Japanese attack on Pearl Harbor. . . 


Swift, Cudahy 
Reports Reveal 
Meat Sale Rise 


Dollar Sales 
Ahead Faster 
Tonnage 


Move 
Than 


Chicago, Dec. 30. — The increased 
appetite of Americans for meat is 
reflected in the annual reports of 
Swift & Co. and the Cudahy Packing 
Company, just released. Swift re- 
ports net earnings for the year end- 
ing Nov. 1 of $17,808,725, compared | 


with $2,116,223 for the previous 
year. 

As usual these days the defense 
program and the war loom large in 
the perspectives of the yearbook 
writers. The Swift book devotes 
an entire section to a nicely illus- 
trated presentation of the company’s 
| contributions to the war effort by 
| providing the armed forces with 
various meats. 

Swift sales for the last fiscal year 
| totaled $1,018,989,223, an increase of 
|32 per cent over 1940. Listed | 
| 


| cost of sales and service, put at| 
$922,130,558, did not include the) 
| figure of $53,982,681, representing 
| selling expense, including dis- 
tributing houses, advertising, gen- 
eral and administrative expenses. 
The rise in prices is reflected in the 


tonnage was only 14.6 per cent 
greater than the previous year. The 
president’s report refers to the fact 
that the company’s research activi- 
ties include a study of more effec- 
tive methods of merchandising. 


Use Color Insert 


| A color insert in the booklet, 
intended to be removed, is aimed 
at the “food purchaser in your 


household,” listing Swift products 
and offering guides in cooking meat. 
The Cudahy book also lists the com- 
pany’s products with the suggestion 
to stockholders and employes that 
“when you purchase your supplies, 
ask for Cudahy products.” 
Cudahy’s net sales and revenues 
for the year amounted to $260,704,- 
578, representing an increase of 23 
per cent or $48,779,783 over the 
preceding year and coming close to 
the all-time high of $267,960,185 
reached in 1929. The total of the 


pense increased from $208,320,034 
in 1940 to $254,621,555 in 1941 or 
$46,301,521. In the breakdown of 
the company’s 
statement the selling, advertising, 
general and administrative expenses 
are listed as $11,036,124. 
“Advertising expense during the 
year,” says the Cudahy report, “in- 


participation in the American Meat 
Institute campaign to place before 


features of meat as a food.” Refer- 
ence also is made elsewhere to the 
Institute’s “Meat on the March” 
promotion campaign. 
key INVENTORIES 
|AT 20-YEAR LOW 

Akron, O., Dec. 30.— Tire and 
tube inventories are at a 20-year 


| 
| low as a result of government con- 


| trols of rubber, John W. Thomas, 
president, Firestone Tire and Rub- 
| ber Company, told stockholders in 
his annual report revealing a net 
| profit for the year ending Oct. 31 


company’s sales and operating ex-| 


consolidated income | 


| 


| 


| 


i 
——— 


of $11,262,427. The previous year’s 
net was $8,652,607. 

Sales for the last fiscal year set 
a record of $268,091,826 compareg 
with $187,209,292 for the previous 
year. Export business rose in spite 
of the closed European markets, 
primarily because of improved eco. 
nomic conditions in South America, 
The company is devoting an in. 
creasing amount of production to 
war purposes. 


ZENITH RADIO PROFIT 
NEAR 1940 FIGURE 

Chicago, Dec. 30.—A consolidated 
operating profit of $1,150,073 for the 
six months ending Oct. 31 was re. 
ported by the Zenith Radio Cor. 
poration, compared with $1,158,872 
for the comparable period in 1949, 
Although the company expects to 
devote an increasing amount of pro- 


with $11,183,484 for the prev ious | duction to war work it hopes to 
year ending Oct. 26, 1940. Cudahy} produce a sufficient amount of non- 
had net earnings of $3,652,316 for| defense receivers to maintain its 
the year ending Oct. 31, compared | field organization. A new standard 


and short wave portable set is being 
delivered by the company. 


Prepare Food 
Products for 
Market Tests 


Boston, Dec. 30.—American food 
manufacturers are expanding their 
research efforts with a view to hay- 
ing scores of new products ready 
| for consumer market tests either in 
| the near future or in the post-war 
period, Clarence Francis, president, 
General Foods Corporation, dis- 
closed here in addressing an em- 
ployes’ meeting. 

A wartime survey among leading 


fact that sales volume in terms of | food companies showed that more 


than 86 per cent are carrying on re- 
search projects and expect to spend 
11 per cent more for this work in 
1942 than in the past year, he re- 
ported. Some manufacturers indi- 
cated a research expansion of 100 
per cent for the coming year, and 
none plans to spend less ‘han in 
1941. The industry is working 
overtime not only to assure an 
abundance of foods for war needs, 
but also to have many scientific im- 
provements available later on, he 
added. 

Mr. Francis revealed that leading 
food manufacturers now have an 
average of more than three new 
products each ready for testing. In 
some cases research staffs are work- 
ing on as many as 300 new pro- 
jects, with 30 the average number. 


Emphasizes Sports 

The New York state division of 
commerce has begun a newspaper 
advertising campaign on behalf of 
the state’s winter sports. The ad- 
vertisements, 7 inches on 3 columns, 
call attention to two free books pre- 
pared by the division, and carry 
reply coupons. 


Names Martin-Frank 


Eckhardt & Becker Brewing Com- 


|pany, Detroit, has named Martin- 


cluded the cost of our continued | 


Frank, Detroit agency, as its adver- 


| tising counsel. 


the American public the favorable | 


For OUTDOORS 
ADVERTISING 


IW MEW YORK MEW JERSEY & COMM AREA 
consult your advertising agency oF 
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Advertising in the Test Stage 


dh ee 


BRAGNO TESTS SMALL | cereal is being distributed nation- 
SPACE COPY IN W. VA. | ally in grocery stores. H.C. Morris 
Chicago, Dec. 31.—Bragno & Co |& Co., New York, handles news- 


: agazine promotion, and 
js currently conducting a small- aoe a Week radio . 
space newspaper test for its Beau | ’ . z 


Geste wines in 12 West Virginia| pe] ;}EFONT COFFEE TESTS 
markets. The advertisements, usu- STAY-FRESH THEME 


ally 35 lines on two columns or 50| providence, R. I., Dec. 30.—Belle- 


lines on thrée columns, utilize out- | : vet h 
- ° r A , ha 
door technique with name, illustra- | font Associates, Inc., Cranston s 


tion and price dominating the copy started a 12-week test campaign in 
. 4 i d for 
The West Virginia test is limitea| °° Providence Journal Sundays 


b omg ..| its Bellefont Liquid coffee. 
to newspapers because the state’s| Cony claims that the coffee uses 
alcoholic beverage advertising laws | no preservatives or extra ingredi- 


prohibit use of spot radio and out-| ents) and thus stays fresh longer. 
door. | Another major copy theme is price, 


Bragno copy stresses an_ indi-| 
vidual wine in an individual city, | 
and does not list the full range of | 
wines. A “lucky” theme is em- 
ployed. For example, a typical ad- 
vertisement is headlined ‘“You’re 


Lucky! It’s lucky to see a white 
horse .. . your ‘best buy’ in White 
Port code 674.” The code number 


is a concession to the West Virginia 
system of state monopoly selling, 
which allows purchasers to buy 
either by brand name or by code 
number. Also featured is the sani- 
kup cap, a paraffine paper cup 
sealed over the screw top, which 
has the dual purpose of serving as| 
a glass after the bottle is opened 
and protecting the bottle top from 
dust. 

C. Wendel Muench & Co., 
the account. 


PLAN CAMPAIGN FOR 
NEW WHEAT CEREAL 

New York, Dec. 30.—B. Meier & 
Son will introduce Golden Center 
Toasted Wheat Germ in New York 
newspapers next month and in the 
February issue of Parents’ Maga- 
zine. Copy will play up the product 
as a “good germ,” explaining that 
it is the purified wheat embryo and 
can be eaten as a cereal, with 
cereals, in fruit juices, soups, and 
salads and for biscuits. Participa- 
tion in the Alfred W. McCann pro- 
gram on Station WOR, New York, 
is also scheduled. 

Packaged in 16-ounce tins, the 


with the company estimating that 
the cost per cup is only one cent. 

The coffee, developed after six 
years of research, is available in 
liquid, powder, syrup and blended 
compounds. 


‘B IN B’ MUSHROOMS 
TO GET PROMOTION 

New York, Dec. 30. — Grocery 
Store Products Company will in- 
troduce a new product, called 
Jacobs’ “B in B” mushrooms, with 
copy breaking in several magazines 
in mid-January and _ continuing 
through June. The schedule is the 
largest ever used for the company’s 
mushroom line. “B in B” desig- 
nates “broiled in butter.” 

The list consists of Gourmet, The 


abated New Yorker, Time and Sunset, as 


| well as the New York Times Sunday 


magazine. Ruthrauff & Ryan is the| 


agency. 


To N. Y. Subways 


Walter R. Holmes has joined the 
sales staff of New York Subways 
Advertising Company, New York. 
He was formerly a partner in 
Holmes & Stephenson, New York, 
publishers’ representative. 


Advances Smith 


Dudley H. Smith, formerly Chi- 
cago district sales manager, has 
been named general sales manager 
| of Clark Brothers Bolt Company, 
| Mi!ldale, Conn. 


When you buy WC 


A“ 


COMPLETE, 


PRAGEICAL 


MERCHANDISING SERVICE 


PERSONAL CALLS ON DEALERS 


Anything from a one-day survey to 


tensive merchandising among retailers and wholesalers. 


m8 


' 


> 30 inch advertise 


RETAIL STORE DISPLAY 


Permanent stands in 130 retail outlets for use of WCAE 
advertisers. Exclusive display—minimum of 2 weeks. 


a full week of in- 


i 
Se STEADY NEWSPAPER PROMOTION 


ment, or larger, daily and Sunday 


promoting WCAE programs and sponsors. 


Out of these and many other special services available (22 in all) a 
full-fledged merchandising program can be arranged and executed. 


The KATZ Agency - 


New York Chicago Detroit 


WCA 


MUTUAL 


Pl 


BROA 


Atlanta 


National Representatives 
Dallas 


TTSBURGH, PA. 


Konsas City San Francisco 


5000 Watts - 1250 K. C. 


DCASTING SYSTEM 


Ask for MINUTE MAN 
ready-to-cook 
ONIONS-CARROTS- BEETS 
and Mixed Vegetables 


FOR SOUPS, STEWS, SALADS 
+-all with Harvest-Fresh flavor! 


into water and cook! 

Minute Man Vegetables have a won- 
derful Harvest-Fresh flavor ...and the 
vitamins and minerals of fresh-cooked 
vegetables. Try them. KEEP EXTRA 


OISTRIBUTED BY SKINNER & EDDY CORP., NEW YORK » SEATTLE 
SOLD AT ALL LAWRENCE JOHNSON STORES, SYRACUSE 


Limited for the present to Syracuse, N. 

Y., 200-line newspaper copy announces 

a new line of Minute Man dehydrated 

vegetables, produced by Skinner & Eddy 

Corp. J. M. Mathes handles the 
account. 


$1,000 Reward 
Features Klek 
Newspaper Ads 


New York, Dec. 30.—Colgate- 
Palmolive-Peet Company today 
struck a new note in its newspaper 
advertising with an offer of a $1,000 
reward to “anyone who can find a 
safer soap than Klek.” 

The reward offer was inserted in 
all Klek copy now appearing in 
approximately 100 newspapers. 
Launched in September, the current 
campaign is the most extensive in 
the history of the product. 

In a small box headed “$1,000 re- 
ward” at the foot of the copy, Col- 
gate offers the money in cash “to 
the first person who submits scien- 
tific proof that any soap in the 
world is safer for fine fabrics—silks, 
wools, nylons, rayons, baby clothes 
—than the new Klek. For fine fab- 
rics, for dishes—try the new Klek 
today! In the big red box!” 

Depending on reaction, mention 
of the offer which expires Dec. 31, 
1942, will be repeated throughout 
the year. Ted Bates is the agency. 


CASTLE 
MAKES MOVIES 


CASTLE 
GETS THEM SEEN! 


CASTLE FILMS 


HB RCABLDG. FIELDBLOG RUSS BLDG. & 
B NEWYORK CHICAGO SANFRANCISCO 
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“Chicago Sun” Appoints 

The Chicago Sun has appointed 
L. E. McGivena & Co., New York, 
as promotion counsel. 


“T just finished reading Jim Young’s 
book for the fifth time. It should be 
the guide book of every ‘top’ executive 
in America, these days, particularly” 


Says CARROLL B. MERRITT 


General Manager Subscription Book Department 


* 


Charles Scribner's Sons 


4I"PHIS sellers market is likely to disappear 

like the morning dew," he adds, “and 
today is the day for us all to think about how 
we are going to sell in a post war market 
when we are caught with inventories of 
gigantic proportions." 


If you're in the advertising, merchandising 
or other creative departments of business 
you will appreciate the new and exciting 
viewpoint with which "A Technique for Pro- 
ducing Ideas" approaches this primary prob- 
lem. James W. Young was for thirty years 
one of the brightest stars in the advertising 
firmament. His clear thinking, his brilliant 
advertising and merchandising campaigns 
and his constant study of successful methods 
carried him to the top of the advertising 
ladder. In this book he discloses his tech- 
nique for developing new ideas, ideas that 
work in advertising, sales and merchandising. 


Many companies have ordered copies for 
all their executives and representatives. 


YOUR 
COPY 


ORDER 


NOW 


Postpaid $199 


Those who buy almost invariably order addi- 
tional copies for friends and associates. Be 
sure to get yours before the limited edition 
is exhausted. The price is only $1.00 post- 
paid. Five per cent discount for five copies 
or more. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. OHIO STREET 


CHICAGO, ILL. 
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| system would caalaaiie be used for | 
| such other scarce products as refrig- | 
‘| erators and stoves. 
| A substitute plan under consider- | 
|ation is to permit all producers to 
make a limited number of low- 
priced cars, stripped of all finery 
and limited to bare essentials. Those 
who scoff at this idea say it would 
be uneconomic for major firms to 
make so few cars, and that con- 
version to war work can be sped 
|only be eliminating civilian work 
entirely. 


INDUSTRY LIKELY 
“CASUALTY OF WAR” 


Detroit, Dec. 31.—Among the 
casualties of war may soon be listed 
the giant automobile industry, al- 
ready hard hit by material short- 
ages, production quotas and priori- 
ties—an industry which in the year 
just ended rolled up a retail volume 
on new and used cars estimated in 
excess of eight and one-half billion 
dollars. 

Hopes of carrying on, even on a 
greatly restricted quota basis, have 
been fading rapidly since war in the 
Pacific jeopardized the nation’s rub- 
ber supply. Now, it is hard to find 
anyone in the industry who expects 
more than a nominal output of 
passenger cars after Jan. 31, and 
many look for complete suspension 
of production for civilian use. 

The revised January curtailment 


Strict Rationing, 
Production Slash 
Hit Auto Industry 


(Continued from Page 1) 


model passenger car be produced. 
This standardized car would be 
made by only four or five of the 
smaller producers, but would be sold | 
by all manufacturers, under their 
own brand names. Great Britain | 
has a similar system. 
Proponents of this plan argue that | 
the small manufacturers are able to’ 
operate on small quotas on a more | 
economical basis; that the major) 
producers are more readily conver- 
tible to war work; and that at least 
a few cars must be made or the 
whole industry will fall apart with 
disastrous post-emergency results. | 
If adopted for automobiles, the same | 


order cuts production of passenger 


cars to 102,424 units, or 75 per cent 


| below January, 1941, while light 
| truck production is trimmed down | 


to 12,084 units. February quotas, 
announced Nov. 19, have been re- 
voked and schedules for that month | 
—if there are to be any—will be} 
decided at a ——y of OPM and | 
| motor officials Jan. 5. | 


Promotion Dwindles 


The rates for this department are as follows: 


“Help Wanted,” 


cash with orde 


“Positions Wanted,” 
a aprenetasives Available,” 30 cents a line, 


“Representatives Wanted,” 
minimum charge $1. 


and 
Terms 


1 other classifications (single insertion rates): % in., $2.75; 1 to 3 in. 


$4.75 per inch. 


_BUSINESS OPPORTUNITY —__ 


One-third interest in old established 
publication available for competent 
editor acquatnted with advertising and 
mail selling. $2000 required to be used 
for expansion. Moderate salary. 
Box ADVERTISING AGE, 


3567, 


m. ¥. 


POSITIONS WANTED 


Copywriter, plus idea visualizer, plus 
art director; 20 years experience na- 
tional, mail order, industrial advt. 
Alfred Wonfor, 54 Carleton St., East 
Orange, N. J. 

EDITOR: 13 yrs. exp. production, adv., 
makeup, sales prom., rewrite, ete. 
Now editor nat'l magazine. Married, 
3A draft. 

Box 3565, ADVERTISING AGE, Chgo. 
University 
Mon. 
aft. 
Fai. 


stud., 
& Sat., 12 
or nite. 

6608, Chero. 


Is, art maj. 
noon other days, 
Steady after 


Avail, 
& 
grad. 


POSITIONS WANTED 
ARTIST—ART DIRECTOR 
Creative, capable artist with exten- 
sive experience seeks position with 
reliable company. Wide knowledge 
of Advertising Art and reproduction. 
aor references. Immediately avail- 
ib 
Box 3566. ADVERTISING AGE, 

MISCELLANEOUS 
Periodical Printing 
Beginning with the first of the 
we are equipped to handle 
or periodical printing 
Poughkeepsie plant. Hoe 
urday Evening Post size, using news- 
print. Address inquiries to American 
Agriculturist Printing Plant, Pough- 
keepsie, New York, Attention—FRED 
W. OHM 


Chgo. 


year 
a magazine 
job at our 
Press, Sat- 


HOUSE ORGANS | 

Mr. Sales Manager 
Let me show you how to help your 
salesmen produce more through a 
personalized house-organ. You serve 
aus editor. I do the work. Write for 
free samples. Kdward Edelstein, 201 
N. Wells St., Chicago, Lllinois. Dear- 
born 8557 


are probably all that will remain in 
these departments when the curtain 


goes down on war-time civilian pro- | 


duction of automobiles 
It has been announced that the 
Lee Anderson Advertising Com- 


pany, which handles the advertising | 


for the Chrysler division of the 
| Chrysler Corporation, will close 
Feb. 1. The Detroit office of Geyer, 


Under these conditions, there is 
little need for merchandising and 
promotion, and such activities tem-| 
porarily are passing from the motor 
picture. Retrenchment is in order 
|all around. Field men are being 
called in, sales and advertising staffs 
reduced. Men with long records of 
service with their organizations are 
| being laid off. Bare skeleton staffs 


* 
QAUrKeCHICE UIUC. 
PHOTO ENGRAVERS 
547 S CLARK STREET 
CHICAGO, ILLINOIS 
WABASH 6284 


“ITS RICH 
COUNTRY. 
PODNER!” 


Yessir, the North Central States are mighty 


rich—in minerals, farming, products, 
shipping, manufacturing, scenery and vacation- 
ers. For coverage in this rich market you need 
NCBS. This group of radio stations gets into 
more homes 


dairy 


at less cost than any single or com- 
bination of media in this area. An important 
plus is the active cooperation of more than 
5,000 retail dealers. 
merchandise displays and featuring your prod 
uct in over half a million hand bills per month! 


This cooperation includes 


Investigate now before you invest your media 
money in mid-western coverage. 


WLOI Mins wpe Dulutt 
Mine M 
KVOX Mi KATE, Albert Lea 
Mine 
KWNO Winona KODE Ferg Va 
i. KWLM Wilimar Kae Manda 
Mi XN ' lak ‘ 
ORTH KLPM M ND KDLK, Devils Lak 
KRMC, Jar wt ND 
Daler XD KABK, Aberd 
: WEAU, } ‘ sD 
: ’ = WHLB, V Mins 
j Mine WHEY, App! 
W ine 
7 he WHEL, 8 
KVFD, Fort Dods WAR, Wis 
Kapid “ 
ly KTRI, Sioux ¢ 
DY, WATW. A ‘none 
Wise wins Trot 
ay WHDF, Calumet Mix 
, Mict wo Marau 
WDBC, Escanaba Mi 
Miet we ws Janesville 
WEMP. Milwaukee wi 
W ine WIN. Racine, Wis 


WIBU, Poynette, W 


Write for rated folder on Exec. offices: Commodore Hotel. St. Paul, Minn 
th john W. Boler, Pres. and Managing Dir 
ones 7 oe Nat. Rep, joseph H. MeGillvra 


| Cornell & Newell, handling the Nash 


and Kelvinator accounts, already 
has drastically curtailed its Detroit 
personnel (ADVERTISING AGE, Nov. 
10) and moved its quarters to the 
Kelvinator plant. MacManus, John 
& Adams put a retrenchment pro- 
gram into effect weeks ago. 
Indicative of the general trend, 


| Chevrolet has just canceled its Soap 
| Box Derby for 1942. 
| biggest promotional activity in the | 


This was the 


industry. 
for 


Among reasons assigned 
its suspension were the neces- 


the war, 


sity of devoting energies to winning | 
inability of wheel manu-| 


facturers to secure needed materials | 


to complete the wheel sets and the 


need for conserving the rubber sup- | 


ply. The subject is to be reviewed 
in the fall of 1942 and if conditions 
then warrant, this well-known boys’ 
activity will be resumed. 


Virtually all automotive advertis- | 


ing was canceled with the opening 
of hostilities by Japan. When it 
will be resumed and what form it 
will take is anyone’s guess right 
now. Policies are still in the for- 
mative stage. Product 


advertising | 


naturally is out, since there is little | 


likelihood of the factories having 
any product to market. Agencies 
are hopeful of getting out some in- 


stitutional copy before long or per-| 


haps advertisements 
defense or the service end of the 
business. Presentations along these 
lines are being prepared. Agencies 
fee] that the manufacturers 
want to resume advertising on 
a restricted basis, using one of 
these themes. It would be fatal, 
they contend, for motor companies 
to let the car owners forget them 
With ancient jalopies rapidly tak- 


dealing 


ing on the aspects of precious 
possessions under wartime condi- 
tions, General Motors Acceptance 


Corporation yesterday 
one-time newspaper 
nouncing “a new service to help 
keep the old car rolling.” The new 
plan allows car owners to pay for 


released 
insertion an- 


repairs and maintenance costs in 
monthly instalments. The 800-line 
insertion appeared in 177 news- 
papers in 155 cities. No definite 
plans have been made for further 
promotion of the new = service 
Campbell - Ewald Company is the 


agency. 
Obviously, the marketing of ex- 

isting stocks, or the cars that will 

be built in January, offers no prob- 


lem now that rationing is in order. 


with | 


will | 


It is true, retail sales have lagged 
since new models were announced, 
but with the supply of cars gradu- 
ally being cut off, that meant 
little. There are several good 
reasons for the sales decline. In 
the first place, the market was tem- 
porarily oversold. A great deal of 
buying had taken place in antici- 
pation of higher prices and the fear 
of substitute materials. 
Then, when 1942 models 
along with their higher price tags, 
demand promptly slowed down. The 
public, moreover, was still a little 
skeptical of the substitutes used for 
critical defense materials, despite 
factory campaigns to alter this view. 
Dealers, themselves, laid down on 
the job after new models ‘came out. 
They had already made big money 
in 1941 and were reluctant to aug- 
ment the year’s profits for income 
tax reasons, 


likely they would have few cars| 
to sell and little or no profits in 
1942. 

For one reason or another, sales | 


began to pick up in November and | 


would have disposed of the sched- 
uled output for this year when the 
Pearl Harbor tragedy changed the 
trend. Actual war brought hesi- 
tancy to buyers and demand again 
softened. Now that only a nominal 
production at best can be expected 


came | 


so long as it appeared | 


—— 
— 


for the duration, such car stocks as 
exist are not likely to last long, 

Dealers are estimated to haye 
closed the year with some 400,009 
cars and trucks on hand, slightly 
smaller stocks than were held g 
year ago. A total of 263,205 cars 
and trucks were delivered in No. 
vember, 8 per cent more than in 
October but 33 per cent below 
November, 1940. December volume 
is not expected to show up as wel]. 

Plight of the automobile dealer, 
under these conditions, is serious, 
The mortality rate is bound to be 
great. The majority of dealers 
will rely on increased service busi- 
ness to pull them through., which 
may be possible where overhead ‘jis 
low or can be cut. 

If civilian supply is cut off com- 
pletely, statisticians figure, the 
number of cars in use would de- 
crease at the rate of between 5,000 
and 6,000 a day. That estimate is 
based on the rate of scrappage. In 
a country so firmly committed to 
motor transportation as this, serious 
bottle-necks might soon develop, 
Many industrial workers have no 
| other way of getting to work. There 
are 2,320 cities in the United 
States, with combined population of 
12,607,823, that have no local mass 
transportation systems and are de- 
pendent on private cars. 


WHAT'S TODAY’S 
BEST RADIO 
BUY IN THE 

DETROIT AREA? 


CKLW—THAT LIVE-WIRE 
MUTUAL STATION!—RIGHT 
IN THE MIDDLE OF THINGS 
AT 800 K.C., IT’S SIGNAL 
COVERS THIS GREAT 
MARKET CLEAR AS A BELL! 


| Mutual Broadcasting System 
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Have you sent 


for your copy 
of 
“NEW ACCENTS 


IN INDUSTRIAL 
ADVERTISING” 


It’s a Mighty Helpful Booklet for 
TODAY’S Business Paper Advertiser 


“There is no corporate asset any com- 
pany can have, greater than the faith 
of its customers in the inherent bene- 
fits to them of the company’s products.” 


it's FREE! 


McGRAW-HILL PUBLISHING COMPANY, Inc. 
336 West 42nd St., New York, N. Y. 


@ 150 leading industrial advertisers 
“wrote” NEW ACCENTS IN INDUS- 
TRIAL ADVERTISING. They describe 
today’s changes in advertising objec 
tives and state clearly, in a Blue Print 
of Action Chart, just what course they 
propose to pursue in their business Pp 
per copy. If you are pondering the’ “wey 
advertise now?” and “What to say? 

problems, write for NEW ACCENTS 


Write, on your letterhead, for your copy 
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The Standings: 


This illustration shows the 1940-41 standings in the Survey-the- 
Advertising-Paper League. 


Any team can win a game once in a while. But only a champion can 
win all the games that are played. 


Advertising Age is a ‘‘champion.’’ 


Independent’ surveys of readership and preference amoug advertising 
papers have been made eight times in the last two years. 


Advertising Age has won them all. 


Why? 


a, TR cme OR eee 
‘aT . 


Because Advertising Age fills the vital informational needs of the 


national advertising field better, more quickly and more completely than 


| any other paper. 
5 Everyone likes a winner. That is why Advertising Age carries more 
L 
u accounts ... more linage . . . more insertions ...than any other paper 
_ in the field. 
*INDEPENDENT: “having no relation of dependence. 
isers direction or support.” The eight surveys were made by 
DUS pe yn gene ed? yf anne gpd 
cribe they read and prefer. In no case did Avventisinc Ace have 
bjec- any connection with these surveys. 
Print 
they 
Ss pa 
‘Why 
say?” 
NTS 


er EIf you have something to say or to sell to the * € 
e. national advertiser and his agency, this is the 
Place to say it and sell it! r i ( 
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OPA Imposes 
Price Ceiling 
on all Cigarets 


(Continued from Page 1) 


announced by American Tobacco 
last week. 

George Washington Hill, presi- 
dent of the tobacco company; Paul 
Hahn, assistant to the president; 
George Whiteside, attorney; and 
Assistant Attorney General Thur- 
man Arnold were among the offi- 
cials attending the three-hour meet- 
ing called by Mr. Henderson on 
Monday following announcement of 
the new wholesale price schedule on 
Luckies. 

The price chief asked that the 
advance be delayed until the Office 
of Price Administration could com- 
plete a study of factors underlying 
the increase. This request, accord- 
ing to M@ Henderson, was rejected, 
although he claimed “the company 
presented only limited data in justi- 
fication of the price advance and 
urged, in part, that it was designed 
to maintain earnings in the face 
of higher corporation income and 
excess profits taxes.” The formal 
price ceiling fixes the maximum 
manufacturers’ prices on all brands 
at the Dec. 26 level. 

Following Mr. Henderson’s an- 
nouncement that the unsatisfactory 
nature of the conference would lead 
to imposition of a ceiling on whole- 
sale cigaret prices, and possibly later 
to a retail ceiling, American To- 
bacco made public “verbatim ex- 
tracts” from Mr. Hill’s testimony. 
At least in part, this quotation ap- 
pears to refute the Henderson 
charge that one justification of the 
increase offered was to “maintain 
earnings.” The Hill statement said: 

“The American Tobacco Company 
has presented to the price adminis- 
trator a statement and evidence of 
increased costs of leaf tobacco, ma- 
terials, supplies and other items, 
exclusive of increased corporate 
taxes, which show that its costs, 


MAILING SERVICE 
Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 


exclusive of such taxes, have in- 
creased in excess of the price in- 
crease, so that the entire amount 
represents higher costs, without ad- 
ditional, profit.” 

The presence of Mr. Arnold at 
the conference is accounted for by 
the fact that American Tobacco 
claimed that its position would be 
prejudiced under the anti-trust laws 
if it acceded voluntarily to the OPA 
request. Company spokesmen said 
they would abide by a formal price 
ceiling. 

Mr. Arnold sought to assure the 
tobacco men that they would be 
risking no anti-trust action by 
agreeing to Mr. Henderson’s wishes. 
Having recently lost a court verdict 
to the Department of Justice, Amer- 
ican Tobacco refused to accept this 
assurance. 

On this point, Mr. Hill testified as 
follows: 

“The American Tobacco Company 
has explained to the price admin- 
istrator that, with full deliberation, 
and without discourtesy to the price 
administrator, it was convinced, and 
had been advised by counsel that it 
could not, without danger of violat- 
ing the law, engage through the 
office of the price administrator, di- 
rectly or indirectly, in any discus- 
sion of prices for the cigaret in- 
dustry as a group, and that it had 
therefore announced its price in- 
crease independently, anticipating 
that it would then be invited to 
explain to the price administrator 
the reasons justifying the increase. 

“The company has acted inde- 
pendently of all sources and with 
due courtesy to the price adminis- 
trator in its action. As the present 
notice to the trade provides for their 
procuring a two-weeks’ suppl: at 
the old rate, there is practically vat 
amount of time available for further 
investigation of the justice and fair- 
ness of the price advance, full de- 
tails of which, as to the American 
Tobacco Company, have already 
been furnished to the office of the 
price administrator.” 

The announced increase would 
have raised the price of Luckies 
from $6.53 to $7.10 per thousand, 
less discounts which would result in 
a per-package advance amounting 
to one cent. Other major companies 
did not follow with increases. 


Gets Hopkins Account 


Erwin, Wasey & Co., San Fran- 
cisco, has been named to direct the 
advertising of Hotel Mark Hopkins, 
San Francisco. 
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THIS WEEK 


Index of Retail Activity in 
85 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


WEEK SY WEEK VARIATION SHOWN HERE 
+20 
+15 7 N\ 
+10 
+8 alas ] N 
\ NZ 
LAST YEAR ‘ 
-5s 
-” 
-15 
—20 
a AE ~ ieee 
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% Gain % Gain 
52-Week 52-Week 52-Week or Loss. or Loss 
Period Period Period 1941 1941 Week Week “% Gain 
Ended Ended Ended over over Ended Ended or 
Dec. 30,1939 Dee. 28,1940 Dee. 27,1941 1939 1940 Dec. 28, 1940 Dec. 27, 1941 Loss 
MUO, Os cnccccccscoss S050tEES 9,963,884 11,013,383 +8.4 +105 70,056 206,955 +1954 
BISORF, MB. Beecscsscese 9,290,181 8,226,321 8,886,667 —4.4 +8.0 121,841 166,865 +37.0 
MR! 6k ecb ee 18,680,369 16,626,953 16,696,967 —10.6 +0.4 261,548 315,924 +208 
Baltimore, Md. ....... 23,027,511 23,851,908 25,439,115 +10.5 +6.7 355,154 430,081 +211 
Birmingham, Ala. ..... 13,862,598 14,611,203 15,315,328 +10.5 +4.8 247,324 __ 812,410 + 26.3 
Boston, Mass. ......... 20,388,548 | 19,488,174 17,324,356 —16.0 —I11,1 334,917 +60 
*Bridgeport, Conn. 20,036,800 $= == seccac “ss wae - aaa Ssdwes pee 
6 Pere 16,208,268 17,670,365 +8.5 +9.0 293,831 +345 
eee a ee eee 5,562,794 5,420,700 +17.1 —2.6 74,795 +275 
Cedar Rapids, la....... 4,970,406 5,177,344 +1.7 + 4.2 : 97,370 122,346 ’ + 25.7 
Charleston, W. Va..... 9,745,862 10,913,785 11,441,371 +17.4 +4.8 201,376 +295 
oe ere 29,527,438 29,924,106 30,869,738 +4.5 +3.2 +271 
Cincinnati, O. ........ 16,442,790 17,124,668 18,239,805 +10.9 +6.5 + 20.6 
ee 19,427,134 20,064,794 +7.7 +3.3 +279 
Columbus, O. ......... 13,919,651 14,137,653 2.6 +1.6 +13.2 
SO a -.. 21,769,295 20,787,109 21,500,230 —0.8 +3.4 - 424,448 4191 
Davenport, Ia. ........ 9,665,491 9,973,395 10,030,356 +3.8 + 0.6 169,134 +152 
Daytom, O. c.ccsevscees 14,353,804 14,891,612 16,173,399 +12.7 +8.6 280,644 +320 
Denver, Colo. 9,190,162 8,858,065 9,181,051 —0.1 + 3.6 192,272 +220 
Des Moines, Ia.... 6,680,748 6,900,162 6,592,420 —1.3 —4.5 123,331 +186 
Detroit, Mich. 25,270,253 22,400,630 23,781,982 —5.9 +6.2 +149 
ee re aa ecectccn 10,997,380 11,011,353 11,871,780 +8.0 +7.8 +213 
MP, Be kb cececccseses 9,715,846 9,629,200 10,064,960 + 3.6 +4.5 + 33.6 
Evansville, Ind. ....... 11,070,413 12,610,023 13,850,528 + 25.1 +9.8 +302 
Fall River, Mass....... 3,594,581 3,673,864 3,958,411 +10.1 +7.7 + 22.6 
Flint, Mich. .......... 8,818,264 9,268,476 9,329,446 +5.8 +0.7 148,330 +13 
Fort Wayne, Ind....... 11,243,732 11,461,612 11,621,950 +3.4 +1.4 200,998 +193 
A” ere 6,246,881 6,731,713 7,041,560 +12.7 + 4.6 107,968 130,705 +211 
Grand Rapids, Mich.... 9,213,629 9,597,271 9,899,876 +7.4 + 3.2 160,118 174,384 +8.9 
Greenville, 8S. C..... 7,852,330 8,018,133 +15.2 +2.1 172,039 209,918 +220 
?-©Hempstead, L. L....._ 2,767,669 4,332,136 +52.1 +56.5 42,020 77,339 +841 
Houston, Tex. ........ 20,098,627 20,121,960 20,503,492 +2.0 +1.9 351,806 398,608 +13.3 
Huntington, W. Va..... 8,424,632 8,808,272 9,041,659 4. 7.3 + 2.6 168,106 215,429 + 28.2 
Indianapolis, Ind. 18,859,445 20,318,981 +14.4 +7.7 334,544 427,392 + 27.8 
Jacksonville, Fla. ..... 10,260,488 10,766,518 $11.5 +4.9 183,736 231,140 +258 
Jersey City, N. J....... 2,275,688 2,328,102  +4.6 +2.3 34,728 49,052 +412 
Kansas City, Kan...... 3,220,042 2,774,550 —4.6 —13.8 52,003 60,151 +15.7 
Knoxville, Tenn. ...... 11,245,738 11,444,966 +1.5 +1.8 283,010 287,476 +16 
Little Rock, Ark....... 10,290,840 10,643,734 +11.1 +3.4 176,778 223,888 + 26.6 
Los Angeles, Cal.. 24,544,282 25,458,976 —1.0 —0.3 384,257 419,639 +92 
Louisville, Ky. ........ 15,477,285 16,403,586 .+7.0 +60 220,523 300,787 +364 
i MG a6 hws a cites 9,361,307 9,507,904 +10.4 +1.7 163,394 170,310 +42 
Manchester, N. H...... . 3,876,774 3,814,539 —15.6 +1.6 59,756 78,100 +307 
‘Memphis, Tenn. ...... 12,692,036 13,654,858 13,904,338 +-9.5 +1.8 258,370 273,392 +58 
i ee 13,480,953 14,326,601 13,724,696 +1.8 —4.2 338,037 323,330 —44 
Milwaukee, Wis. ..... 15,042,022 16,366,856 17,984,123  +20.0 +9.9 06,427 340,931 +4113 
Minneapolis, Minn. .... 14,256,369 12,720,753 12,990,884 —8.9 +2.1 236,113 +107 
New Bedford, Mass.... 3,290,882 3,765,084 4,042,836 + 22.8 +7.4 99,372 +251 
New Haven, Conn. .... 9,527,868 9,941,5 10,098,132 + 6.0 +1.6 210,420 +134 
New Orleans, La. ..... 20,415,200 21,096,225 79 4+-1.2 —2.0 304,556 331,704 +83 
New York, N. Y........ 61,463,619 62,446,763 204 a_i 1.6 809,697 899,878 +111 
Brookiyn, NM. ¥.....00. 3,988,097 3,789,971 —5.0 +3.7 49,491 46,983 —i.l 
Norfolk, Va. ......... 9,875,320 11,413,754 +15.6 +5.5 181,230 225,512 +244 
Oakland, Cal. ......... 8,548,130 9,645,671 +12.8 +3.4 144,065 150,449 +44 
Oklahoma City, Okla... 9,145,066 8,816,458 + 3.6 + 6.6 158,410 174,678 +108 
Omaha, Neb. ..... eee. 6,190,943 6,192,598 ae —1.3 106,876 117,688 +101 
we eee 11.639,278 13,006,434 +11.7 +3.9 244,902 269,850 +102 
Philadelphia, Pa. ..... 28,548,988 30,146,487 31,800,501 +11.4 +5.5 433,085 537,329 +241 
a ae 7,944,146 8,709,301 9,095,212 +145 +44 160,258 177,870 +110 
Pittsburgh, Pa. 21,036,302 21,869,862 22,458,548 + 6.8 +2.7 289,842 346,024 +194 
Portland, Ore. ....... ~, 12,518,711 12,038,986 8 ‘ +11 +65.1 195,286 227,724 +168 
Providence, R. I....... 12,226,329 —=Q,4 4+1.2 210,264 250,576 +192 
eee 11,141,816 +9.2 + 2.5 #1 76,540 221,186 +253 
Richmond, Va. ........ 13,428,128 -0.4 —1.2 203,448 237,034 +165 
Rochester, N. Y.... 16,105,867 2 + 4.0 248,920 283,577 +139 
Rockford, Ill. ......... % 9,043,832 — 2 3 +8.5 161,322 172,032 +66 
Rock Island-Moline, II. 8,763,764 0,008,754 3.2 +2.8 113,260 137,060 + 20.0 
Sacramento, Cal. ...... 8,557,584 8,577,303 8,920,664 4.3 +4.0 133,200 140,574 +55 
San Antonio, Tex...... 7,650,723 8,155,275 + 22.2 +14.7 128,591 165 2 + 28.9 
“San Diego, Cal........ 13,376,881 2,422, amn$6 +3.8 190,022 197,862 +41 
San Francisco, Cal..... 16,256,263 5,648, —1.4 + 2.5 233,540 330,052 —15 
Seattle, Wash. .. 12,002,548 2,256 : +111 +8.8 165,676 196,896 +188 
South Bend, Ind....... 5,458,583 5 6,665,535 + 22.1 +17.2 93,440 114,631 + 22.1 
Spokane, Wash. ...... 6,749,840 6,475,848 —4.1 —1.6 115,500 126,406 +94 
St. Louis, Mo..... 18,640,400 18,980,805 18,913,253 +1.5 —0.4 259,340 317,355 +224 
St. Paul, Minn...... 11,247,621. : 10,907,404 —$.0 +0.5 ~~ 182,797 213,059 +166 
Syracuse, N. Y... 10,975,827 633, 9,420,177 —14.2 +9.1 165,260 124,910 —244 
Tacoma, Wash. ....... 6,683,999 7,021,367 +7.9 +5.0 98,882 105,432 +66 
Tampa, Fla. .......... 8,161,036 8.196.464 412.9 40.4 157,318 159,614 +15 
Toronto, Ont., Can 15,779,636 16,321,274 —2.3 +3.4 205,167 197,796 —is 
bo) 5 Re oer ore ry 4,993,886 " #25 ¢+8.7 77,868 91,294 +172 
i Taten, Olle, .......005 10,180,241 + 8.6 +4.1 216,706 267,568 +235 
Washington, D. C.... 36,608,341 38,146,614 +10.3 +4.2 605,189 708,373 +111 
| Winston-Salem, N. C 7,156,702 7,197,226 +06 +06 148.162 151.382 +23 
| Youngstown, O. es 8,009,247 8,716,650 9,585,774 4+-19.7 +10.0 149,394 195,170 +306 
Ms tic occa es Pt ec dl ee é «beard A i saw Ac per 
| BOCRE cccevoces -1,064,028,969 1,068,768,444 1,104,528,809 +3.8 +3.3 17,155,869 20,103,940 +172 


1 Atlanta Georgian and 
publication Dee. 17, 1939 

| 2 Newsday launched Sept. 3, 1940. 
} 3 San Diego Sun suspended vublica 
4 Commercial Appeal published 


Issue Jan. 1, 1940, containing 42 


Sunday American 


tion Nov. 


328-page Ce 
8,848 lines of ad- 


ceased vertising. 


5 Syracuse Journal published 100th Anniversary Edi- 
tion March 20, 1939, containing 216,207 lines of ad- 


25, 1939. 


ntennial 6 


vertising. 
Figures not included in totals. 
New Chicago Sun published Dec. 


4, 1941. 


“Who” Revamps Format; 
Curtis to Distribute 

| Who Magazine, New York, will 
appear in a new 8% by 11 inch 
format, will sell for 15 instead of 
| 20 cents, and will be distributed by 
|Curtis Publishing Company after 


Feb. 4. 


monthly, although plans to change 


Who will continue as a ) 
cussion. 


me 


it to a bi-monthly are under dis 
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Dost-War ‘Make 
Ready’ Cited by 
Hovde at AMA Meet 


(Continued from Page 1) 


dividual members of the committee 
follows: ; 

ADVERTISING — Declaring that 
it is extremely difficult to make 
forecasts about the future of adver- 
tising at this time, L. D. H. Weld, 
director of research for McCann- 
Erickson, nevertheless asserted that 
“advertising in 1942 is likely to be 
fairly well maintained and may ap- 
proximate in volume what it has 
been in 1941.” Volume for 1941, 
he said, totaled something over $1,- 
700,000,000, about 4 per cent ahead 
of last year, although the gains have 
been by no means even as to either 
classifications of business or media. 
Despite these moderate gains, Mr. 
Weld said, “advertising has not kept 
up with other elements in our eco- 
nomic progress. It has lagged seri- 
ously behind such things as depart- 
ment store sales, national income, 
and factory payrolls since the be- 
ginning of the defense program.” 
The 1941 advertising expenditure, 
he pointed out, was only 2 per cent 
of the national income, whereas ten 
years ago it was nearer 3 per cent. 
“And advertising expenditure this 
year,” he continued, “will amount 
to only about 1 per cent of the total 
retail value of all goods and serv- 
ices in the sale of which advertising 
is used.” 

AGRICULTURAL MARKETING 
—The frozen food industry con- 
tinues to be one of the most impor- 
tant developments in agricultural 
marketing, according to Prof. H. E. 
Erdman of the University of Cali- 
fornia, even though distribution of 
frozen foods is still in the experi- 
mental stage. House-to-house and 
store-to-store delivery of frozen 
foods from refrigerated trucks is 
expanding in many cities, as are 
frozen food lockers and the sale of 
eviscerated poultry. 

Packaging to give “eye appeal” 
has continued, with higher costs be- 
ing partly offset by increased serv- 
ice, such as the packaging of fresh 
spinach already cleaned and ready 
for cooking. The use of glass con- 


fallins, Miller & Hutchings 


Photo-engravers in Chicago 


07 North Michigan Avenue 
Franklin 5854 


tainers, especially for fruits and 
vegetables, has also been stimulated 
by tin shortages. 

CONSUMER TRENDS—“Being a 
good consumer is next to being a 
good American” will be the 1942 
theme of the consumer movement, 
Prof. Kenneth Dameron, Ohio State 
University, predicted. “The coming 
year will be marked by a continued 
growth of consumer education 
which will naturally redirect itself 
to meeting the needs of a war econ- 
omy... Attacks on advertising and 
distribution possibly will grow out of 
the disparity between demand and 
supply. There will be a continued 
realization of the fact that the con- 
sumer movement is something more 
than a protest against certain mer- 
chandising and marketing practices. 
Interest in informative selling, con- 
sumer goods standards, grading and 
labeling will be intensified. 

GOVERNMENTAL ACTIVITY — 
“The most significant and basic 
trend of 1941 is toward a govern- 
ment ‘planned economy’ reaching 
all the way from production to con- 
sumption,” Vergil D. Reed, assistant 
director of the Bureau of the Cen- 
sus, reported. Retail sales for De- 
cember, he said, are expected to set 
an all-time record of $5,500,000,000, 
16 per cent over 1940, “the final 
buying splurge allowed the con- 


sumer before clamping down in 
earnest.” 
As to 1942, he said: “Look for 


new and drastic consumer buying 
restrictions after the holiday season 
is over. Some kind of price control 
bill or bills will be passed. . . This 
may limit both retail and wholesale 
prices, aud probably margins. En- 
forced savings to cushion the post- 
war shock are highly probable. 
Consumer rationing will rear its 
head in non-food items. Licensing 
of retail stores may become a real- 
ity. Manufacturers and wholesalers 
may have to restrict their total sales 
to retailers in amounts set in per- 
centages of sales for a specified base 
period. The supplier may, or may 
not, be left free to determine how 
the total is divided among his cus- 
tomers. Paper shortages may bring 
restrictions on certain kinds of ad- 
vertising and further restrictions on 
packaging.” 

INDUSTRIAL MARKETING — 
Since the manufacturers of indus- 
trial goods are straining every re- 
source to increase production for 
armaments and war purposes, “the 
agencies for marketing industrial 
goods to non-armament manufac- 
turers must shrink through lack of 
sustaining volume,” Donald R. G. 
Cowan, manager of the commercial 
research division of Republic Steel 
Corporation, asserted. 

Similarly, competition has nearly 
disappeared. “The government reg- 
ulation and pegging of prices has 
eliminated bargaining between buy- 
ers and sellers, and the shortage of 
supplies has compelled manufactur- 
ers to restrict their distribution to 
their regular customers of the past,” 
he said. Also, sales and advertising 
effort has been reduced in quantity 
and changed in character, and re- 
duction of the number of types and 
sizes of industrial products actively 
marketed is continuing. 

The most significant trend in in- 
dustrial marketing, he declared, is 
the market research which is being 
undertaken in product development, 
selling expenses, selling methods, 
sales personnel, channels of dis- 
tribution, and simplification of mar- 
keting organization. This research 
may lead to “marketing changes of 
long range importance,” Mr. Cowan 
said. 

RETAILING — Tonnage of goods 


sold at retail this year is consider- 
ably higher than ever before, 
although dollar volume is probably 
somewhat less than 1928 and 1929 
because of the difference in the 
price level, Paul H. Nystrom, pro- 
fessor of marketing at Columbia, 
reported. However, “it seems un- 
likely that the total retail trade for 
1942 will be as large as in 1941,” 
because of war-time problems. 


WHOLESALING—While “whole- 
saling today is as vital as ever,” 
the field may face many critical 
problems during 1942, some of them 
induced by the attitude of certain 
government departments towards 
the wholesale trade, Theodore N. 
Beckman, professor of marketing 
at Ohio State University, declared. 

SALES MANAGEMENT—Unless 
there is a complete overturn of the 
private enterprise system, Harry R. 
Tosdal, professor of marketing at 
Harvard, said, “sales managers must 
look forward for the period of the 
war to a lessened need for the ordi- 
nary sales promotion services which 
constitute the main activity of sales 
departments. If the pattern of the 
first World War is repeated, there 
will be a period of heavy demand 
immediately following the war and 
the real problem of the sales man- 
ager will confront him only when 
the backed up demand for indus- 
trial and consumer goods is measur- 
ably satisfied and many customers 
throughout the world are converted 
again into competitors.” 


Reed Named President 


Mr. Reed was elected president of 
the association, succeeding Prof. 
Hovde. Other officers elected were: 
Ross Cunningham, Massachusetts 
Institute of Technology, and Dudley 
M. Phelps, University of Michigan, 
vice-presidents; Howard Whipple 
Green, Real Property Inventory of 
Metropolitan Cleveland, reelected 
treasurer; and Albert Haring, Uni- 
versity of Indiana, reelected secre- 
tary. 

An interesting example of the 
effect of the war economy on con- 
sumer hard lines was presented to 
the group today by H. L. Andrews, 
vice-president, General Electric 
Company, in the course of a panel 
discussion of war and _ post-war 
planning for marketing. G-E made 
about $100,000,000 of electric appli- 
ances this year, but expects to pro- 
duce only about $40,000,000 worth 
in 1942, he said. In one line, 800,000 
units were produced in 1941, but 
1942 production is being cut to 
100,000. 

Another speaker at the panel, 
Walter D. Fuller, president of Cur- 
tis Publishing Company, asserted 
that this is primarily a war between 
the theories of persuasion and sell- 
ing and the theory of compulsion, 
and declared that only the free 
processes of selling and marketing 
make progress possible in the long 
run. 


Cowan Optimistic 


Mr. Cowan asserted that he 
is not at all pessimistic about the 
country’s ability to use increased 
production facilities after the war, 
provided adequate planning is done 
now in the search for new markets 
and new applications of products 
whose production is being increased 
enormously. 

Edgar Smith, General Motors 
Corporation, discussed the foreign 
market situation in the post-war 
world, declaring that this country 
will be in an extraordinarily favor- 
able export position when the war 
is won, but cautioning that there 
must be increased recognition of 
the fact that imports, not exports, 
enrich the economy. Mr. Reed 
pointed out that business will have 
two important problems to face 
after the war in addition to all those 
faced after the last war—the prob- 
lem of declining increases in the 
population, and that of increasing 
numbers of old persons who will 
have to be supported. 

The tentative suggestion was 
thrown out by President Hovde that 
the American Marketing Associa- 
tion might be able to develop, in 
cooperation with business, a sort 
of centralized miarketing research 
foundation through which indi-| 


vidual research and market inves- | 


With this 1,000-line ad Colgate-Palm- 
olive-Peet Co. launches its 1942 news- 
paper drive for the granulated soap with 
washing power,” Super Suds. 
Absence of any harsh chemical is em- 
phasized in copy which repeats the 
“rayon-safe" theme used previously. 
Sherman & Marquette handles the 
account. 


tigations might be coordinated in a 
national, over-all manner. 

The meeting got under way with 
a discussion of food marketing dur- 
ing the war, in which it was pointed 
out that there should be no short- 
ages of food products, even though 
larger supplies are diverted to this 
country’s allies. However, the mar- 
gin of surplus in certain food classi- 
fications is not so great as to 
permit unlimited extension of lease- 
lend activities without a possible 
effect on the domestic market, it was 
pointed out. In Canada, a limited 
form of rationing of bacon and 
@eese has already been introduced. 

The consensus was that food 
prices are due to rise still further, 
and that food price controls, if they 
are used on a widespread basis, 
should be such as to induce a well- 
balanced diet. 

A strong plea for the greater use 
of small area census data in mar- 
keting analysis work was voiced at 
a census data session by Alfred N. 
Watson of N. W. Ayer & Son, and 
at the same session Carl W. Dipman, 
editor, Progressive Grocer, pre- 
sented a series of slides to show that 
supermarkets have not killed small 
independents, asserting that both 
their number and sales are up. 
Wholesalers are not disappearing 
from the grocery scene, and con- 
sumer co-ops are still a negligible 


factor, accounting for only 0.2 per 
cent of retail sales, he said. He 
added that census figures showed 
that pantry inventory studies con- 
ducted by newspapers frequently 
gave too much emphasis to chains, 
sometimes over - estimating their 
share of the local food dollar by as 
much as 13 to.15 per cent. 

It was decided to hold the 1942 
spring meeting of the association at 
the University of Michigan June 
11-12. 


Pepsi-Cola Toys 
with Commercials 
on Records Idea 


Chicago, Dec. 31.—The Pepsi-Cola 
Company has been toying with the 
idea of distributing free records to 
automatic phonograph dealers, each 
record carrying a brief Pepsi-Cola 
commercial, it was revealed here 
today. There also were reports, 
however, that the plan might die 
aborning when it was revealed that 
a similar attempt some three years 
ago failed because the operators 
were fearful that the commercials 
might react unfavorably on the 
business (ADVERTISING AGE, Dec. 19, 
1938). 

Pepsi-Cola has gone so far as to 
send out a mailing piece and to use 
space in Billboard to feel out oper- 
ators on the plan. The company 
has not disclosed the results to date. 

Chief opponent of the commer- 
cialized records idea is the Auto- 
matic Phonograph Manufacturers 
Association, Chicago, of which Clin- 
ton S. Darling is secretary. 


Becomes Tabloid 


The Times - Star, Alameda, Cal., 
began publication as a six-day tab- 
loid Dec. 20. The Saturday edition 
of the paper was discontinued in 
1937, but A. Kofman, present pub- 
lisher who took over the Times-Star 
in 1939, recently ordered it restored. 
The Times-Star is represented na- 
tionally by George D. Close, Inc. 


Cassar wasa 
Big ksagus Ad Wan 
Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin beards. 
He would have thri at today’s 
better set produced by Rete-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 
DEA.85S7 * HEM.2211. 


THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 
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sufficient machinery from this coun-| problems will arise, but these can effective Jan. 27. “Easy Aces” for 


Latin America 
Seen as Only 
War Beneficiary 


New York, Dec. 30.—The thesis 
that Latin America may emerge as 
the only “economic beneficiary” of 
the current world struggle was 
advanced here today by James Car- 
son, American Foreign Light & 
Power Company, in a discussion of 
today’s metamorphosis of Hispanic 
America from agriculture to indus- 
try. Mr. Carson, who spoke at the 
annual convention of the American 
Marketing Association, said that 
_while complete industrialization of 
the Southern continent may still be 
a long way off, it is certain to come. 

He declared that fear of inflation 
in Latin America is greater than in 
the United States, due to a shortage 
of manufactured goods in the face 
of expanded purchasing power. The 
lack can be traced to import re- 
strictions and inability to import 


try, he added. 

Admitting that Latin America 
may be backward today, the speaker 
warned his audience not to count 
on a continuance of this state, citing 
the vast transformations in our own 
country during the past 50 years. 


Coffee Paramount 


W. F. Williamson, manager of the 
National Coffee Association, said 
that without coffee our commercial 
relations with Latin America would 
be of no importance. It is the large 
tonnage and high value of this cof- 
fee trade, he added, which influences 
the South American republics to 
enter the United States’ political 
orbit, rather than goodwill envoys 
and gestures. 

He advised American manufac- 
turers to “throw off the veil of 
mystery” when contemplating a 
Latin American export division. 
“South and Central Americans are 
people just like ourselves—they get 
hungry, clothe themselves, and have 
the same wants and desires. Start 
out to sell Sao Paulo the same as 
you would Chicago. There are dif- 
ferences between the two cities and 


be ironed out as you go along. To 
hesitate for lack of complete market 
information and statistics usually 
results in discouragement and the 
initial step is never taken.” 


Abbott Uses Victory 
Theme in Trade Copy 


The victory theme in advertising 
has invaded medical journal copy 
with the use by Abbott Laboratories 
of a spread in the Dec. 27 issue of 
the Journal cf the American Medi- 
cal Association with the headline 
“From M-Day to V-Day.” The page 
on the left side of the spread quotes 
a statement by Malcolm MacDonald, 
British minister of health, regard- 
ing the importance of good health 
to war production. 

On the right side page Abbott 
points to its three-fold task: “First, 
to subordinate all else to our as- 
signed part in meeting the medical 
needs of the armed services. Sec- 
ond, to make whatever additional 
effort may be required to supply 
medicine with the weapons needed 
in protecting the health of the home 
front. Third, to shoulder our full 


share of the cost of the war effort.” 


WBZ's new transmitter* for 18 months has 
covered 95 percent of New England —95 percent 
of 2,000,000 radio families spending annually, 
at retail, nearly $3,500,000,000. This is by far the 
largest coverage of any New England station. 


*Synchronized with WBZA 


f 
ickedness was punished promptly and rigorously in old New England. 


Take the case of Increase Bellweather . . . Increase — poor wretch — lacked 
industry and character. He was a ne’er-do-well . . One Christmas Eve about 
200 years ago he raided his neighbor's turkey coop. Result: Increase spent a 
quiet Christmas in the pillory, while the constabulary carved the bird. ; 

But virtue and strength have always been rewarded by New England! 
Take the strength of WBZ's new transmitter, for example. Says John Morrell 
& Company, “. . comments from consumer customers, in referring to our radio 
broadcasts, voluntarily refer to WBZ in the ratio of 3 to | as against all others.” 


BOSTON 


$0,000 WATTS 


WESTINGHOUSE RADIO STATIONS INC+KDKA KYW WBZ WBZA 
WOWO WGL + REPRESENTED NATIONALLY BY NBC SPOT SALES 


Cities Service 
fo Continue 
Radio Concert 


Religious Program Is 
Launched Over MBS; 
Ten Renewals 


New York, Dec. 30.—Despite the 
wartime difficulties imposed on the 
gasoline industry, Cities Service 
Company this week renewed “Cities 
Service Concert,” effective Jan. 30. 
A purely institutional effort, the 
oldest network commercial program 
is aired Friday from 8 to 8:30 p. m., 
EST, over 63 stations of the Red 
network of the National Broadcast- 
ing Company. Lord & Thomas is 
the agency. 

Effective Jan. 26, Sun Oil Com- 
pany has also renewed its current 
radio effort, “The Sunoco News 
Voice,” featuring Lowell Thomas. 
The news program is heard for 
Sunoco gasoline and oil daily from 
6:45 to 7 p. m., EST, over 24 NBC 
Blue network stations. Roche, Wil- 
liams & Cunnyngham is the agency. 

One new program and 10 re- 
newals were marked up this week. 
The Seventh Day Adventist Radio 
Commission will launch “The Voice 
of Prophecy” Jan. 4 over 87 sta- 
tions of the Mutual Broadcasting 
System. The religious program will 
be aired Sunday from 7 to 7:30 
p. m., EST, through Jack Parker & 
Associates. 


Renews Waltz Time 


Charles E. Phillips Chemical 
Company, for Phillips milk of mag- 
nesia, has renewed “Waltz Time,” 
effective Jan. 30. The show is 
broadcast Friday from 9 to 9:30 
p. m., EST, over 61 stations of the 
NBC Red network. Blackett-Sam- 
ple-Hummert directs the account. 

J. B. Williams Company has 
signed a new contract renewing 
“True or False” for a period of 13 
weeks. The quiz program is aired 
Monday from 8:30 to 9 p. m., EST, 
over 63 stations of the NBC Blue 
network. J. Walter Thompson Com- 
pany is the agency. 

International Silver Company has 
renewed “Silver Theater,” effective 
Jan. 4. The dramatic program is 
broadcast Sunday from 6 to 6:30 
p. m., EST, on 57 -stations of the 
Columbia Broadcasting System. 
Young & Rubicam handles the ac- 
count. 

Lever Bros. Company has re- 
newed “Bright Horizon” in behalf 
of Silver Dust and other products, 
effective Jan. 5. The daily serial is 
broadcast from 11:30 to 11:45 a. m., 
EST, with Young & Rubicam and 
Batten, Barton, Durstine & Osborn 
sharing the account. 

American Home Products Cor- 
poration has renewed two programs, 


Anacin and “Mr. Keen” for Kolynos 
are broadcast Tuesday, Wednesday 
and Thursday from 7 to 7:30 p, m, 
Seven stations have been added to 
the NBC Blue network, making a 
total of 72 outlets. Blackett-Sam. 
ple-Hummert directs the account, 


Kraft Adds Outlets 


Standard Brands, Inc., has re. 
newed “One Man’s Family” for 
Tenderleaf tea, effective Jan. 4, The 
dramatic program is heard Sunday 
from 8:30 to 9 p. m., EST, over 69 


NBC Red network stations. J. Wal- 
ter Thompson Company is the 
agency. 


Effective Jan. 4, Kraft Cheese 
Company is adding 20 stations, 
making a total of 60, to the line-up 
of NBC Red network outlets for 
“The Great Gildersleeve,”’ heard 
Sunday from 6:30 to 7 p. m., EST, 
for Parkay. Needham, Louis & 
Brorby is the agency. 


Scott H. Bowen, 
Pioneer Radio 
Rep, Is Dead 


West Palm Beach, Fla., Dec. 29.~— 
One of the pioneer radio station 
representatives of the country, Scott 
Howe Bowen, died here Dec. 22 at 
the age of 53. He had been presi- 
dent and owner of WIBX, Utica, 
N. Y., for the past six years. 

Mr. Bowen, who also is credited 
with being a pioneer in the use of 
spot radio, organized Scott Howe 
Bowen, Inc., back in 1927, some 
three years before radio stations 
started naming exclusive represen- 
tatives. In that relatively early day 
in radio advertising, a radio repre- 
sentative was working in a wide 
open field, one station paying com- 
missions to anybody bringing them 
business. Mr. Bowen’s leadership 
in this field was manifest in the 
way he introduced leading accounts 
to the use of radio. 


Free Lancers Faded 


After 1930 radio stations, follow- 
ing in the footsteps of newspapers, 
rapidly went over to the exclusive 
representation idea and the fr 
lancers faded from the _ picture 
Some six years ago Mr. Bowen dis- 
posed of his interest as a radio rep- 
resentative and became owner of 
WIBX. He was active in the Na 
tional Association of Broadcasters. 

Mr. Bowen went into the news- 
paper and advertising business fol- 
lowing the first World War in which 
he was a test pilot in the U. S. Air 
Service. He formerly was associated 
with Collier’s and the Conde Nast 
publications. 


FRANK L. RAIN 

Fairbury, Neb., Dec. 29.—Frank 
L. Rain, 64, former president of the 
Outdoor Advertising Association # 
Nebraska, died suddenly at fi 
home here Dec. 24 on the 34th ann 
versary of his marriage. 


ILLINOIS? 


Reach a big chunk of 
it through the 
DECATUR station, 


—, 


250 W. 1340. Full Time. 
Sears & Ayer, Rept+ 
Local help given. 


PHOTO-OFFSET 


res . 


PRINTING 


demands speed and economy . . RCS photo- 
offset and planograph is the answer. Write 
RCS today for details and general price lists 
along with the “Idea Kit.” 


RAPID COPY SERVICE CO. CHICAGO 
123 NORTH WACKER DRIVE 


"The Modern Method of 
Printing” . . more econom- 
ical . . more versatile. 
Today's merchandising 


STATE 5977 
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ADVERTISING AGE 


PHOTOGRAPHIC 


PORCINE GIFTS FOR MENNEN COMPANY PRESIDENT 


When William G. Mennen observed his 25th anniversary as president of ihe 
Mennen Co., recently, all employes contributed in presenting to him a 525-pound 
pedigreed sow christened Antiseptic Oil of Hideaway Farm and a 300- pound 
pedigreed boar named Skin Bracer of Hideaway Farm, for his Chester, N. J., farm, 
besides two metal plaques commemorating the event. Shown here, left to right, 
are: F. S. Dieterich, vice-president and merchandise manager; John H. Miller, 
sales promotion and advertising manager, Mr. Mennen, and J. Wayne Luther, 
sales manager. 


"MISS AMERICA" LENDS CHARM TO CHESTERFIELDS 


Rosemary LaPlanche, Miss America of 1941, adds her engaging smile to 1942 
promotion of Chesterfield cigarets in this new 24-sheet poster produced for 
liggett & Myers Tobacco Co. by Forbes Lithograph Co. Full-color car cards and 
window posters of the same design also will be used. 


HUGE PHOTO-MURAL HELPS SELL DEFENSE STAMPS 


Deicribed as the " 
“ss constructed by Ivel Corp., New York display contractor, to grace the East 


largest photo-mural in the world,” this towering wall piece 


wll of Grand Central Terminal. Travellers and commuters will read the pictorial 
defense savings story. The mural is as high as a ten-story building. 


OS. SCHLITZ BREWING COMPANY WISCONSIN 


Cooperating closely with the Treasury, which gave its blessing to the promotion, Jos. Schlitz Brewing Co. is using this 
4-sheet poster, lithographed in full-color by Strobridge Litho graphing Co., in hundreds of cities throughout the country as 
an aid to the defense savings program. Mc Junkin Advertising Co. directs the account. 


REVIEW 
OF 
THE 

WEEK 


OFFICIALLY O. K. 


PLASKON 


A special King's messenger, using an 
American-built bomber bound for Britain, 
delivered a proof of this ad to London 
headquarters of the American hospital, 
which cabled its approval before the 
copy appeared in the December issue 
of Fortune. The Plaskon Company ad is 
built around a molded Plaskon “surgical 
window" developed by the hospital staff. 


OPTIMISM FOR ‘42 


WHRINKLE-. 
PROOF 
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ee 
Pears ena: : trating - towne Onmiwey 


Roreny Tek mmtete 54 


Magazine copy such as the above, showing the wrinkle-proof Botany ties in color, 

helps boost the sale of the neckties Botany Worsted Mills started merchandising 

eight years ago. An increase in the advertising expenditure for the first half 

of 1942 is planned. Alfred J. — directs the account. (Story on 
‘age 17. 


CLARK TRUCTRACTORS FIGURE IN WAR, PEACE 


P. W. Lennen, president of Lennen & 
Mitchell, speaking at the recent 60th 
anniversary sales convention of the 
Andrew Jergens Co. in New York, an- 
nounced the largest promotion program 
in the company’s history and stressed the 
need for business to sustain civilian 
morale. Lennen & Mitchell handles the 
Jergens account. 


SCHLITZ POSTERS GIVE NEW EMPHASIS TO DEFENSE DRIVE 


MILWAUKEE 


This is the center spread of a four-page four-color insert being run in a list of 

aviation and business papers by Clark Tructractor Division of Clark Equipment 

Co., Battle Creek, Mich. Tructractors are identified not only with war produc- 

tion for the aviation industry but in the period of expansion of civilian and 

commercial flying expected after the war. R. Marshall-Advertising, Detroit, is 
the agency. 


PRODUCE NEW CARTONS FOR POND'S COSMETICS 


To increase display value, Ohio Boxboard Co., Rittman, O., designed these at- 

tractive folding cartons for Pond's Extract Co., replacing the set-up boxes pre- 

viously used for Pond's cosmetics. In keeping with the spirit of the times, patriotic 
colors were adopted for the new packages. 


os Earns: ee a gle i cca, ce mes ae nase Sees | ee Casas ers SON Oe ania ue gare RG Oe eS, anaes eae aie Sn ye 
4 = : aie me a * Se i? = re Bi : ie ene oe ee, or ie eee de st es at aie Y a ote 5 eee iui i ; hy ic. 
ee eT et SR ine, | ee a : a 2 eT oe er Pe ee Se <e — pe ae “al ates ik re ne ei a 
ce ee oe ee ee cae eee ee wd a eee eee ae ee ee ne -~ eer a Se 
ee 4 a 
: fee fe: = 4 - , be aaa f . 
*; o& «& —* / 
‘ : = . i =e ; cay oer 5, ae aa 
ae 4 cc x ee a ag ae ae ae 4 
ae ye er eae _ ‘ on > 5S ee me ew 
! ” E- Bi Co ‘ ae aos : a Se te ee ee < ies 7 
fs = ma fe ag ais ce el Pe ae - Bite on ee: " aN P "5 ‘ + a e. : 7 a _— fa - ‘ ; 
ee. a x. SS 8 ee 3 SERBS ay he a ry aa { Pees rae 
ms es we ho ee hei Js ae ; on a aS ao fs Me: x “ ~ " 
’ ae 2 . ——— . a ee a : ‘ ee, Sie Bae alge Te “ ay \ 
; aan = i omer nes ae pte: 2 co a eee, eee 4 . . > , 
a ‘hee a ne pA ~ 2M 
cs E > | te en a i Bh nt x ic . aa oe set ; _ 4 <a » ab - 
eee i jie eee on VR eae tk aa i ae. i *, 
a Pat Son > ae ee a ed ~.° es 
5 Bee : mn “Th 
bs a | es . ? ° 3 . ‘Eee. : ’ 
ps 3 vas Fas * as Pr: 7 4 
€ ‘ sy + ee , aa hy ay 
\ i ee 4 \ 5 . 
r We ee | ~ ee é ©, 
ie F 44 ' | 6 . 3 * ” 2s aie 4 as " 
tpg Px « en CPO V AL MOTUS — somcially Medigmed “Panu | le cai ae a 
ee a } ‘ i ~ ; o “ d pe ie rm | 
i i ute i a: A fie i, OS i —m ie =, “ . saan ers ; ats ; + piano Me 7 
r ee ee ae Nee Ww (oro - eae. ne a 
s¢ YEAR xy» ~~ en | tie -_ ae, | 
i- THis . ere eat ital Fo oa: . aaa) to F, To Streugthen the Spirit that Will Beat the Bombs —— patie 2 — eB 
a = eh Oo - ee / Yi ’ ee Aa ' ‘_ . — eeenonee _ a ; ” : 
od - ts os a ree fe a4 ee S <€ Bae INS Fa Eas 
. ie as i 7 Me Sere ri : a ee Ve d pi 
ve ie ee a = o Ana oa . PSeises i ssss 10 oe > 2 q& J ¢ f i ‘ 
ced P = ey eo ee 
z } e Ss. e ™ = Pa. ~ ie See , ae a 
** pa : — Soe : "ie i Ko F ; - 
ay / tS f AN Le ee hey US Pon OF nN 12 13 . 4 15 ; 
ae » ~ S 
m- 
em 
ip 
the 
nts 
a .% - xi ry hioall ed. = F ——_ — a ge aan oe" ae 
ive Pe ae bi z —#F ena. ea eo seeaeene Fi eR i Salis a at ee Jjgi 2 > ; 
| (MAT GOVERNMENT. BY THE PEOPLE pa Se re ae . Sag < , atlas 
i © SHALL NOT PERISH From THE EARTH” se. Le i a ~ ; — es 
% ~— LY .. - - ia il a ao eee —— A eae be yy. 
ep > are go ia fai - a ae ey Ts ier are ae ad 
ers. ‘ : " ; Be lal dete 2 Bik; aoe ys ‘ gece me cy ie : ght , eh ‘ yt ae Pa 
= “ at oe wey >. %. ; a me - 5 ee ne “ a - oe ae ae ah A Eerie 
fol- Ce ey ie HES, —S Y a 4 —_ << en e ; 
nich . Be © vu >» é of ~, H — = Fs S ae " ae “ : an ae : a 
ted NESE MAY Bae ue ek — wee ees : 
aa > . ' Pid ee et em - ee ‘ : 
. . : : : ——- i - ... a 2" 
a | : , — r ; Wi * \  — ~ om P. ie ig ® =... : 
BUY D ee ; ; t Z ee oe = Sie Po ; 
. . a ; as er fons oe gs Se 
a EFENSE BONDS AND STAMPS NOW! i) ae a D> “é 
} ed ) ae aa he ey? a Ps : oe - P he arsewats of Production aus 
” —— - _™* e og ae ws , nae “i : me ‘ ; 
his ; , a a e - mt . es 5- u 
nni- . f ’ | as i ms . . % ' . "I 
ied it~ i” 
as Ie tity ~ if 
— 
ime. 
: ee > 
ES A z 
‘ Fests ¥ ' fF. ie 3 % are 
‘ j = : - ° ,, 4 4 | 7 : : P | , Pin “Sr ; 
—_—— é a 7 ER Mn e igi os 4 A ; ss . li sees 2 4 . ; ¥ e " 
= ¥ re j ag a r a. sins" j P ‘ a, i ‘ a as » comarca = = a p i 
: — é . 7 3 “g <4 mi fe 5% ‘ = i ie. si £ ; 
UEFENSE BONDS ‘t — i i | 
as : : “ ee . ‘ ¥ ae ‘ cee Se ee ie Mae og 
: : 7a, ‘ = é ee _ a . Loned * sar aa : ~a is re 
= ae aha S ‘AM PS e : \G ‘: w J ae we 7 "y ae hy ihe 
. x ners =. aon are fa " - - 4 ; i "o “ae OS ee 
’ YS ee Dag : <i eae 4 — ? ~ : ot See & - . : ay igs ‘ P a . =e o 
Tm. - : 7 : : eS ea ‘ ath e . —_—- % 5 ee i age _ ee, E ee. ee 
“i wae | TS a i ina Ga .* aaa i a F \ ya a wee ate me eal - — oe = 
~ — =. ae. ee cS y _< = = re ang “> 
’ - iia 5 “2 ii, os . ky s Ao: ee . ee . ate ~ a = 4, 7 
‘7 —— a oe ay ve — : 
ei Toad 
‘ a Sok Teel 
4 , igre, "Se 2 
’ a ss) Se en P Nee eee he nae et ae Si eBie. ee ae as Au oe ee i). a aa at 


..- Obtain the benefits of the professional counsel 
your advertising agency has to offer you! 


F yours is a product that has an applica- 
tion in the institutional field—if it has an application 
to hotels, hospitals, colleges, restaurants and other 
institutions—your agency will tell you that this 
huge market can be covered most effectively, most 
economically, most thoroughly, through the adver- 
tising columns of INSTITUTIONS Magazine. 


Your agency will tell you that INSTITUTIONS 
Magazine reaches the right men, the right women, 
in every type of institution . . . the men and women 
directly responsible for the purchase of the food, 
equipment or supplies which you produce or 


manufacture. 


Your agency will tell you that the broad coverage 
of INSTITUTIONS Magazine includes institutions 


ESTIC ENGINEE 


of every classification in which the principal con- 
sideration is one of mass housing or mass feeding. 


I. times of peace . . . in times of war 
... the essential functions of every institution must 
be carried on without interruption. Equipment is 
constantly reaching a state of obsolescence . . . 
materials must be replenished . . . food supplies 
must be maintained. Your agency will advise you 
that the need for your product is as great during 
today's conditions as it has been and will be in 
normal periods. Similarly your advertising agency 
will tell you that the need for consistent advertising 
promotion today in the pages of INSTITUTIONS 
Magazine is unprecedented. Consult your Adver- 
tising Agency or write to INSTITUTIONS Maga- 
zine, 1900 Prairie Avenue, Chicago. Ask for a 
copy of “Our Tell All Album.” 


60,000 CIRCULATION 


Advertising in INSTITUTIONS Magazine, each 
month, receives a circulation of over 60,000 copies 
among the country's leading institutions which are 
classified as large consumers. 


250,000 READERS 


Each issue of INSTITUTIONS Magazine is read by 
over 250,000 men and women who control the pur- 


chases in the following types of institutions. 


Hotels Y.M.C.A.'s,and Government 
Restaurants Y.W.CA.'s institutions 
Cafeterias, Indus- | Commercial Wholesale depart- 
tial & Public —_—dbuildings ments of depart 
Hospitals Apartment coemt Chases 
Senstoriums buildings Asylums 
Homes for Aged, REENSS 
Fraternal, Veter- companies — (Motor 
ans’, Blind, ete. iti enh tn ourts) 
Clubs ing car systems Architects special- 
utfitters izing in institu- 
ee" Steamship lines tions 
Janitors’ supply Power and ges Manufacturers’ 
houses companies agents 
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